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For Synthetic Chocolate 
Coatings D&O Presents 


sally or OM 


® 
OUR 159th YEAR OF SERVICE 


DODGE & OLCOTT. INC. 


180 Varick Street, New York 14, N.Y. 
Sales Offices in Principal Cities 


Essential Oils 
Aromatic Chemicals 
Perfume Bases 

Flavor Bases 

Dry Soluble Seasonings 


The synthetic chocolate coatings that hq 
helped to solve the hot weather problem for md 
candy manufacturers, also prese 
difficulty of their own. They lack flavor—and flay 
makes the candy. To remedy this serid 
deficiency, the D&O Flavor Laboratories haw 
developed COCOA-VAN! A chocolate vani 
flavor, in powdered form, COCOA-VAN overco 1 
the inherent disadvantage of synthetic chocol¢ 
coatings by adding, at competitive price, a ri¢ 
full chocolate flavor. A proportion of one percent 
sufficient to turn your synthetic chocolate coatif 
into a sales-clinching taste treat...as well as) 


hot weather convenience! Trial quantities on reque: 
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THE BEST BAS/IS TO BUILD BETTER FLAVOR 


There’s an unvarying excellence and a 
dependable uniformity that makes it best for 
the taste you want. Produced by a unique | 
patented process, Zimco is the Original 
Pure Lignin Vanillin. Its fine flavor | 
and aroma are the result of continuous 
research and development. 


CONSULT 
YOUR 
FLAVOR 
SUPPLIER 






SUBSIDIARY OF STERLING DRUG INC. 

1450 BROADWAY, NEW YORK 18, N.Y. rrrt 
2020 Greenwood Avenue, Evanston, ILL. STERWIN 
BRANCH OFFICES: Atlanta « Buffalo « Dallas * Evanston (ill.) * Kansas City (Mo.) * 

Los Angeles * Minneapolis * Portland (Ore.) © St. Louis 


WAREHOUSES IN PRINCIPAL CITIES 


Sterwin Chemicals Inc. ge 
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COOK AUTOMATICALLY 


AND GET A PERFECT BATCH EACH AND EVERY TIME 


* Saves Labor Costs 
* Completely Automatic 


No operator is needed for this fabulous machine 
except to empty receiving pans. First to combine 
continuous cooking in a coil at atmospheric pres. 
sure with subsequent vacuum treatment. 



























Aansella 


ROBOT COOKER 
Model 145A 


Here is proof: 
This automatic 
cooker is already 
in use in some of 
the industry’s 
most important, 
most modern can- 
dy plants. They 
are getting pro- 
duction and _ per- 
formance never 
before thought 
possible. Let us 
show you what 
this machine can 





do for your pro 
duction line. 


We'd like to help 
you: Our experi- 
ence in thousands 
of candy plants 
throughout the 
world is always at 
your service. So, 
won't you bring 
your candy produe- 
tion problems to 
us. No obligation, 
of course. Always 
remember: Han- 
sella makes your 
job easier and your 
candy better. 











HANSELLA MACHINERY CORPORATION 


RAN AND RUBY AVENUES. PALISADES PARK, NEW JERSEY 
e ABLES COHANSELLA 
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vince DeTrano joins Heide 


Vincent DeTrano has joined Henry Heide, Inc. 
For the last few years he has been associated with 
the Whitson Products Division of The Borden Com- 
pany. DeTrano was superintendent of the old 
Metro Chocolate Company before it was pur- 
chased by Huylers, and was with Huylers until it 
left the candy business. 

Barnard named by De Mets 

Harold Barnard Sr., and his son Harold, Jr., 
have joined De Met’s of Chicago as exclusive rep- 
resentatives. Mr. Barnard retired from Mrs. Stevens 
Candy Kitchens last month, where he had been 
vice president and sales manager. His primary 
duties at Mrs. Stevens was in operating a number 
of leased candy departments in department stores, 


and managing the wholesale portion of the Stevens 
business. 


The United States Department of Commerce 
reports that the cocoa bean grind rose slightly in 
the fourth quarter of 1957, 3.2%. The grind for the 
year increased 5.3% over 1956, with higher compara- 
tive increases during the first half than during the 
last two quarters. The grind was still almost 2% 
under the 1953 amount, which is the record. Since 
1953, usage of cocoa beans dropped 20% in 1955 
due to record high prices, and is now almost back 
to its former level. 





Fleer adds new flavor 





Dubble Bubble has introduced a new flavor of 
gum to be marketed with their present flavor. The 
previous flavor, until now un-named, has been la- 
beled Sweet Spice. The new one is Tasty Fruit. 
Both will be marketed under the Dubble Bubble 
brand, making it the first brand marketed with two 
flavors. All sales units will be packed with equal 
quantities of each flavor. 


Bugs Bunny joins E. J. Brach 


E. J. Brach is building its Easter promotion around 
Bugs Bunny. By arangement with Warner Broth- 
ers Pictures, Brach has rights to the cartoon char- 
acter for Easter promotions for two years. The 
promotion will include a full color page in Life 
magazine March 20th, and a full trade magazine 
schedule. The same theme will be used in the 
store display kits and dealer mailings. 


Forever Yours Valentine promotion 

Mars -is capitolizing on its bar name Forever 
Yours for a Valentine's Day promotion. They will 
use Sunday comic page ads in four colors and 
promote Forever Yours as “The bar that says it for 
you’. 140 newspapers will carry the ad to more 
than 26 million readers. Special display streamers 
and shelf-talkers will be distributed. 


Richardson names food brokers 


Thos. B. Richardson Co. has appointed four food 
brokerage organizations to cover Eastern Pennsyl- 
vania down through Washington. Paul J. Fitzpat- 
rick, the Richardson direct man who had covered 
this area for the firm, remains to contact major 
accounts and act as liaison man between Richard- 
son and its brokers. 


Muldoon to GM Clark, Richardson 


Edward M. Muldoon has been named General 
Manager of the Grocery Products Division of Bea- 
trice Foods Co. The position is a new one. Mul- 
doon remains General Manager of LaChoy Food 
Products, and in addition will supervise operations 
for D. L. Clark Candy Company and Thos. D. 
Richardson Mints. His headquarters will remain 
at the LaChoy offices in Archbold, Ohio. 





Sales dip in November 


November, 1957, was the first month since May 
that candy sales were below year before figures. 
It showed a decline of 1% from the previous year, 
though figures at the end of eleven months still 
indicated a 4% rise from a similar period of the 
year before. A drop of 11% in sales of manufactur- 
ers-retailers and of 4% for chocolate manufacturers 
offset an increase of 1% for manufacturer-whole- 
salers. 

Only two areas of the country show decreases for 
the first eleven months. California shows a de- 
crease of 9% from the year before, and the states 
of Ohio and Indiana together show a 4% decrease. 
Increases from the year before are fairly generally 
spread across the rest of the country, without any 
one area having a substantial growth. 
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situation tight... call 


the man from Blumenthal 


He’s the fellow who has a firm 
foundation in the chocolate 
business. He gives your problems 
personal attention and 
service to keep sales in shape. 
See the man from Blumenthal — 


you'll like the 


eye-opening results! 


a 


BLUMENTHAL BROS. CHOCOLAT O. © MARGARET AND JAMES STS., PHILADELPHIA 37, PA. 


Chocolate coatings, flavorings and quality chocolate products for the confection, baking and ice cream industry, since 1878, 
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Tegel to D. L. Clark 


Paul A. Tegel has been ap- 
pointed Sales Manager of the 
D. L. Clark Candy Company. 
Tege) has been Sales Promotion 
Manager for Curtiss Candy 
Company for the past three 
years, coordinating sales cam- 
paigns. He will work with the 
Clark organization of candy and 
food brokers on all lines of Clark products. 





NCA golf tournament plans 


The National Confectioners Association Golf 
Tournament has been scheduled at the Lakeside 
Golf and Country Club during the coming Dia- 
mond Jubilee Convention July 6-10 at San Francis- 
co. The Golfing committee met January 15th, and 
planned an affair that will be long remembered by 
visitors from other parts of the country. 

The committee members are: Don Miller, Alex 
Sarran, Frank Timberlake, Neal V. Diller, Vince 
Trembley, Mel Schallock, Robert Lehman, Syd 
Lambertson, Lee Goodman, and Clem Roy. 





Philly AACT public relations 


The Philadelphia section of the AACT will hold 
another public relations program March 20th. The 
purpose of the meeting is to acquaint leaders of 
civic groups of the story of candy, and its food 
and nutritional values. Invited guests include rep- 
resentatives from various church groups, nutrition- 
ists from hospitals, representatives of school boards 
and newspaper men. 

It is planned that a well known dietitian will 
speak on the nutritional value of candy, and its 
place in the diet. Mr. Otto Glaser, Dairy Maid Con- 
fectionery Company and Chairman of the Board 
of the Retail Confectioners Association of Philadel- 
phia, will give a short talk on the history of candy. 
John Vassos, Chief Chemist of S. F. Whitman & 
Son, will talk on the raw materials that go into 
candy. All guests will receive a liberal quantity of 
candy to take home with them. 
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Tresper Clark to VP at Neilson 


W. Tresper Clark has been 
named Vice President of Wil- 
liam Neilson Limited, Toronto. 
Clark has been well known 
among chocolate technologists 
for his work in the industry and 
on industry affairs. He was Chief 
Chemist for Rockwood & Com- 
pany for many years until he 
joined the Neilson organization 
two years ago as Chief Chemist. 


Joseph Bernhard to SM, Farley 


Joseph R. Bernhard has been named Sales Man- 
ager for Farley Manufacturing Company. Bern- 
hard, who has been associated with Williamson 
Candy Company, will supervise Farley brokers in 
the Eastern half of the country. 


Andrew Heide named president 


Andrew Heide has been named president of 
Henry Heide, Inc. He succeeds Herman Heide who 
is now chairman of the board. Andrew joined the 
firm in 1932, became a director in 1940, Vice Pres- 
ident in 1951 and Executive Vice President in 1953. 

He is the fourth president of the firm, and is a 
grandson of the founder, Henry Heide, Sr., who 
started in business in 1869. Mr. Heide is currently 
president of the Association of Manufacturers of 
Confectionery and Chocolate, and a director of the 
National Confectioners Association. 


George Glade president of Glade 

George B. Glade is the new President and Gen- 
eral Manager of the Glade Candy Company of 
Salt Lake City. He succeeds J. V. Glade, Sr., the 
founder, who will remain in an advisory capacity. 
The firm was founded in 1922. 

Other officers appointed are Dale P. Glade, As- 
sistant Manager and Advertising Director; James 
V. Glade Jr., Vice President and Factory Manager; 
and Serge Glade, production Manager. Harvey 
Glade remains as Sales Manager and W. G. Glade 
as Vice President. 


Howard Elkins SM at Stevens 


Howard A. Elkins, Vice President of Stevens 
Candy Kitchens, Inc., has been named Director of 
Sales. He joined Stevens early last year, and suc- 
ceeds Harold Barnard, who retired in January. Oth- 
er appointments include Cordia Curtis Heiss, for- 
mer Supervisor of Stevens Shops to Director of 
Customer Service and Training; Ruth B. Marbut to 
Assistant Merchandising Manager; and District 
Sales Managers Richard E. Hebert, L. H. Stephens 
and Richard Granger. 











» 


\ 
NMS ‘ 
iia ‘ 
‘ ; ‘ - 
ee te 


Sealright’s NEWeanvy PACKAGE IDEA 
Cal Uiggerds Ue impulse te Buy a. .. 
POP. 


What’s good for customers to look at is good 
business for Necco. . . . So they put Sealright’s NEW candy packaging idea to saleswork 
and so-0-0-0 persuasively, too, at all points of purchase . . . and Necco knows best 
why Sealright’s creative paper candy package ideas are good business 

ideas at P.O.P. and everywhere. 


* YOUR CANDY IN A NEW 




















SEALRIGHT PACKAGE MEANS | SEALRIGHT CO., INC., FULTON, NEW YORK —MC-258 
POINT OF PROFIT at P.0.P. | Send me samples of your new “Candy Packaging Ideas.” 
AND EVERYWHERE. 
| MY NAME IS. TITLE 
- 
Sealright | cma 
Sealright-Oswego Falls Corporation, Fulton, N. Y.—Kansas | ADDRESS- 
City, Kansas—Sealright Pacific Ltd., Los Angeles, California— | 
Canadian Sealright Co., Ltd., Peterborough, Ontario, Canada. | CITY. ZONE STATE 
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NCA may publish candy book 


The National Confectioners Association is con- 
templating the publication of a book dealing pri- 
marily with the history of candy and chocolate. 
A final decision has not been reached on this 
project, but plans are for a general historical treat- 
ment of candy from the first known honey candies 
of the Near East, with a history of the industry in 
this country. 

If the project is approved, it is hoped that cop- 
ies will be available in time for the NCA Conven- 
tion in July. 


Hartleb buys Goodrich 5 


The Ted Hartleb Candy Company, wholesalers 
of Kalamazoo, Michigan, has purchased the busi- 
ness of the Goodrich Candy Company, and will 
merge the business into the Hartleb-Goodrich Can- 
dy Company. The new business just moved into 
a new air-conditioned warehouse and offices at 
2328 Winters Drive, Kalamazoo. The Goodrich fam- 
ily is retiring from business, though their former 
employees have joined the new firm. 


Mark Balaban dies 


Mark Balaban, partner in Liberty Orchards Com- 
pany of Cashmere, Washington, died December 
24th. With his partner, the late A. L. Tertsagian, 
he developed the products Aplets and Cotlets for 
which the firm is nationally known. 





Synthetic chocolate patent 


A patent has been issued for the formulation 
of a synthetic chocolate. It is number 2,816,834, 
awarded to the late Simon L. Ruskin of New York. 
It is claimed that the product manufactured ac- 
cording to this patent simulates the aroma, flavor, 
feel, color and nutritional values of natural choco- 
late. 





Matt Breaker misses one 


Matt Breaker, President of 
Breaker Confections bowled a 
299 at a recent bowling league 
meeting between the Power- 
house and the Stevens Candy 
Kitchen teams in Chicago. 


Fry-Cadbury promotes Newton 


John Newton has been named sales director of 
Fry-Cadbury, Ltd., of Canada. Newton has had 
considerable experience in the firms Marketing 
Department, having held positions of Marketing 
Manager and General Sales Manager. 








Empire State club dinner 

The 19th annual Empire State Candy Club Din- 
ner Dance is scheduled for May 24th, at the Hil- 
ton-Statler Hotel in Buffalo, New York. General 
Chairman for the event is Ernest J. Durfee. 





Blumenthal appoints Yeadon 


Blumenthal Brothers Chocolate Company has ap- 
pointed Eugene M. Yeadon representative in the 
Metropolitan Chicago area. For the past five years 
he has been with NECCO in the Philadelphia 
area, and is currently serving as President of the 
Confectionery Salesmens Club of Philadelphia and 
a member of the board of the National Confection- 
ery Salesmens Association. 





New Production Club officers 





Meyers, Clark, Rutt, Johnson, Thurber 

The Candy Production Club of Chicago elected 
the following new officers: John G. Johnson, Walter 
H. Johnson Candy Co., was elected President; Cal 
Rutt, Wolch Nut & Candy, to Vice-President; Walt 
Meyer, Steven’s Candy Kitchens, Secretary; and 
John Clarke, Treasurer. Also, elected to the Board 
of Directors are Herb Knechtel, Knechtel Labora- 
tories, Carl Lind, Lind Brokerage Company; and 
John G. Johnson. Retiring President Hobart Thur- 
ber, Jr. was appointed ex-officio to the Board of 
Directors. 





Delaney resigns from Curtiss 


James M. Delaney has resigned as chairman of 
the board of Curtiss Candy Company to return to 
his accounting firm as Senior Partner. Delaney 
served as consultant to Curtiss for six months, and 
as chairman for 21 months. During the period, the 
firm made significant progress toward more profit- 
able operation. Most of the firm’s back preferred 
stock dividends are currently being paid. 





Ed Pearson takes a partne 


Edward Pearson has an- (5 
nounced the organization of a a 
new brokerage firm. The former 
Booth-Pearson firm has been dis- 
solved and Mr. Pearson’s new 
partner is Sanford Licht, a Los 
Angeles broker for a number of 
years. 



















NOTHING SELLS LIKE 


FLAVORY 


Why settle for any but the best 

when the ultimate success of your food or meat product, 
beverage, confectionery or dessert, 

may well depend upon its flavor? 

To be sure you get the best, put your trust — 

as so many other experienced buyers do — 

in FRITZSCHE...A FIRST NAME IN FLAVORS SINCE 1871. 


FRITZSCHE -- 
Krothors, Ine. 


PORT AUTHORITY BUILDING, 76 NINTH AVENUE, NEW YORK 11, N.Y 
BRANCH OFFICES and *STOCKS: Aélania, Georgia, Boston, Massachusetts, *Chicago, Illinois, Cincinnati, 
Obie, *Los Angeles, Califorwia, Philadelphia, Pennsylvania, San Francisco, California, St. Louis, Missouri, 
Montreal and “Toronto, Canada and * Mexico, D. F. FACTORY: Clifton, N. |. = 
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| he redwood empire, stretch- 


ing from San Francisco north into 
Oregon, is the major attraction be- 
ing promoted to prospective visi- 
tors to the 1958 NCA Convention. 
The magnificent scenery of the 
great redwood forests of North- 
western California and Southern 
Oregon are certainly one of the 
first tourist attractions of the coun- 
try. 
It seems rather likely that the 
vacation potential of a trip to the 
West Coast in July will prove to be 
nearly as strong an appeal to mem- 
bers of the industry as the conven- 
tion itself. An added attraction, 
planned by the convention com- 
mittee on the coast, has been con- 
vention sessions in Hawaii. These 
will be sort of “optional” sessions, 
of course, and will consist of tours 
through a sugar refinery and pine- 
apple growing and processing 
areas. 

This, too, has as its main ap- 
peal a visit to a pleasant vacation 
spot, with the added potent ap- 
peal of a tax deductible business 
trip. All in all, if this spring proves 
to be good for the candy business, 
the NCA Convention should be 
very well attended. 
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HARDWARE 
& NOVELTIES . 


You'll see some rea/ manpower savings with Lynch ROBO-WRAP! One operator 
and Robo-Wrap can form, fill, and seal GO, 120, 240 pillow-packages a minute. 


Exclusive hand-over-hand action does the job faster 
than any other machine. Robo-Wrap changes pack- 
age size quickly; takes cellophane, polyethelene, saran, 
Pliofilm, mylar, foil and laminates; handles solids, 
liquids, powders, and granules easily; keeps 
them clean. New booklet gives full facts on 
low maintenance and simple integration 





with existing equipment. Write for it today. 


= 4 fed. 
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CORPORATION 


A Division of 
LYNCH CORPORATION 
PWaleol ta totam laleil- tar! 
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For your fine candies 


quality hy: by (4 , 


To complement your fine candies — 
Ambrosia FOOD OF THE GODS quality Chocolate Coatings — 
Milks, Vanillas, Bitter Sweets, and Fondant types. 


For samples and more information write te: 


AMBROSIA CHOCOLATE COMPANY 


Milwaukee 3, Wisconsin 


Manufacturers of fine chocolate and cocoa since 1894 
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The Holloway Candy Company has gone 
a long way with Milk Duds. 


The standards of quality which placed 
this delightful confection high in public 
preference have never produced less than 
wholesome enjoyment for the consumer. — 


It has indeed been a privilege to serve 
our friends at Holloway as a key supplier 
over the years. 


ARMOUR AND COMPANY 


UNION STOCK YARDS, CHICAGO 9, ILLINOIS 
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Leaders in Aluminum... for the CANDY Industry 


WEAR-EVER 


B& Fn RAE PERS 











18, 24, 32, 48 ozs. 
10, 12, 14, 16 qts. 
FREEZER-D-FROSTER 



































Want to speed production? Simplify your New Catalog Ready! SENO TODAY! 
handling or storage problems? Standard, The Aluminum Cooking Utensil Company, Inc. 
readily available items like these may be 9902 WearsEver Building, New Kensington, Pa. 
your answer. STL Se 
All Wear-Ever plant service items are O Send mé your catalog ( Have your repre- 
made from a specially developed, tough, WEAREVER sentative see me 
hard-wrought aluminum alloy to assure | /4)A[>\ NAME 
long service life. ee TITLE 
Send for your copy of our catalog —" 
showing the full Wear-Ever line. Tentoaren = neeneedit 








THE ALUMINUM COOKING UTENSIL CO., INC., NEW 


KENSINGTON, PA. 
for February 1958 — 15 
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Whether you want your candy Tender or Chiw 
use GLOBE? corn syrup 


Any consumer knows how he likes his marsh- 
mallows, gums and caramels—but only one 
person knows what kind you want to offer him. 
That’s YOU! Whichever way you want it you 
can achieve the right degree of tenderness or 
chewiness with Globe Corn Syrup. 

This famous corn syrup is available in a wide 
range of regular, medium and high conversion 
types containing differing percentages of dex- 


trines. They offer you an opportunity for real 
control—just-right control of crystallization, 
graininess, texture and moisture. 

All you need do is select the right one to meet 
your specific needs. How? Just ask us for tech- 
nical assistance in product formulation. Write 
or telephone today. 

ore, 

a CORN PRODUCTS SALES COMPANY 


aa 
a e 17 Battery Place, New York 4, N. Y. 
te s* 


Corn Products makes these famous products for the confectionery industry: 


GLOBE® and REX® Corn Syrups * BUFFALO® and HUDSON RIVER® Starches and CERELOSE® Brand Dextros 
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LEAST EXPENSIVE 
MOST EFFECTIVE 


HYFOAMA IS OUR ONLY PRODUCT |! 
Our whole resources are devoted to making the 


safest whipping agent for the industry. 


Hyfoama is currently 


used in 44 countries ! 


Manufacturers: 


LENDERINK & Co. N.V. 
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A okifhrreg agend 


We ‘ll gladly prove what we claim 


by sending you a collection of 


CANDY SAMPLES. 


Pacific Coast: 
O. J. WEEKS Co. Inc., \. C. J. SPIKERMAN Ltd., 
44 North Moore Street, 115 East Broadway, 
New York 13, N.Y Vancouver 10, B.C, 


Please send me 
Working Sample, New Formula Booklet, Candy Samples. 


Name - 
Firm Position 


Address 


City Zone State 


NOTE: for convenience in mailing, cut off Coupon and paste on postcard 
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Conching 


with the MIKROVAERK Conche 


The “missing link” in chocolate automation 
is now offered you. The MIKROVAERK 
Conche makes it possible to insert the conch- 
ing process in the production flow of mod- 
crn continuous chocolate manufacturing. 
One single passing of the chocolate mass 
through the MIKROVERK Conche guar- 
antees a high conching grade, keeping the 
valuable aromatic qualities of the mass. By 
the special design of the conche, the choc- 


olate mass is spread in a thin film over a 
number of rapidly rotating discs and sub- 
jected to an intensive air flow extracting the 
aqueous vapour and unwanted compounds. 
This proceedure, combined with a grinding 
effect, gives the conched mass the finest 
quality, flavour and consistency. 

Capacity: 100 to 250 kilos per hour accord- 
ing to consistency of the mass to be conched, 
and grade of conching desired. 


32-38, SYDMARKEN, SOBORG 
COPENHAGEN, DENMARK 


.MIKROVAERK46 


Your are cordially invited to see us at our Booth No, 561, Halle D2, at the INTERPACK Exposition 1958 in 
Dusseldorf, Western Germany, from 2nd to 9th of March. 
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will be 
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When 


you 


Pioneer in the 
Manufacture 
of Vitamins 


CHAS. PFIZER & CO., INC. 
Chemical Sales Division 
630 Flushing Avenue, Brooklyn 6, N.Y. 
Branch Offices: 


Chicago, Ili.; San Francisco, Calif.; 
Vernon, Calif.; Atlanta, Ga.; Dallas, Texas 
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@ Think of the big sales advantage that 
your candy gains when it is not only de- 
licious—but extra healthful, as well. Now it 
becomes a pleasant new source of essential 
Vitamin C as well as a tasty treat—a health 
bonus for every member of the family. 

Why not add this valuable benefit to 
your hard candy? The cost is surprisingly 
low, and Pfizer is able to offer Vitamin C 
(ascorbic acid) in a form specifically tai- 
lored to hard candy production. 


At a time when many people are seek- 
ing “something extra” in the products 
they buy, vitamin fortification adds real 
sales appeal to your candy...provides a 


‘ 


decisive reason for choosing it. 

Don’t miss out on the big competitive 
advantage and promotional value of Vita- 
min C in your hard candy. Ask your 
Pfizer representative for full details on 
C and other Pfizer Vitamins. He’s only 
a phone call away. 
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R / Balanced, Production Tested Flavor 


/ Superior Compatibility 
With All Confections 





/ High Concentration 
Assures Maximum Economy 


REGULAR KANATROL for all general confections 
WHITE KANATROL for marshmallow work 














FIRST PRODUCERS OF CERTIFIED COLORS 4 poy ee tone N.Y. 
Please send us: 

4 gals 1 gal REGULAR KANATROL 
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pletely satisfied “ps can return the balance. 
ESTABLISHED 1651 


NAME____ 
89 Park Place, New York 7 —11-13 Illinois Street, Chicago 11 ADORESS. 
2632 East 54 Street, Huntington Park, California 
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RENNPSRSE 


The effect of temperature on the “setting” of starch gels 





ga 


he formation of a relatively rigid 
gel from a more or less liquid solution of such 
long-chain molecules as starch, pectin, or gelatin 
is commonly designated as the “setting” of that 
gel. Current opinion is that in such gels a union 
of the long, spaghetti-like molecules takes place 
in such a way that parts of these molecules are 
lined up parallel to each other, in crystal-like order 
(2,6). The crystalline regions then act as junction 
points which hold a network together. It is very 
likely that this type of crystallization occurs early 
in the setting of a gel, producing an irregular net- 
work which gives the gel rigidity. 

In the preparation of starch confectionery gels 
(“gum drops”, “spice drops”, “orange slices”, etc. ), 
it is customary to place the freshly-poured molds 
in a so-called drying room. Here the gels remain 
for one or more days during the setting process. 
The room is usually maintained at a temperature 
of about 130°F. and is generally conceived to 
perform two functions: First of all, the drying 
conditions result in the formation of a tougher, 
outer layer (“skin”) of the gel body. Because of 
its hardened surface, the gel can better withstand 
handling. A second role of high temperature stor- 
age is the removal of absorbed water from the 
casting starch in the mold. Although this measure 
is designed to prevent the growth of micro-organ- 
isms, it also promotes the efficiency of the starch 
in abstracting water from the gel surface. 








BY CLARENCE STERLING 


Department of Food Technology, 
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However, the use of a temperature of 130°F. 
(approximately 55°C.) for the setting of a starch 
gel does not appear altogether reasonable. The 
writer has demonstrated (9,10) that the degree 
of gel rigidity is associated with the relative amount 
of crystallization (so-called “retrogradation”) of 
the starch molecules. In studying the staling of 
bread, also a retrogradative phenomenon, Katz 
(4,5) showed that retrogradation is a continual 
process and that its rate is quite dependent on 
the temperature . (3,7). At temperatures in the 
range of 140°F. (60°C.) retrogradation in starch 
pastes and gels and in bread is rather slow. At lower 
temperatures, the rate of retrogradation increases, 
reaching a maximum at about 36°F. (2°-3°C.). 
With still lower temperatures, retrogradation is 
again retarded, and Katz claimed that bread could 
be kept rather fresh for long periods of time at 
temperature below -4°F. (-20°C.). (This, of course, 
is the basic reason for freezing bakery products.) 

Such findings indicate a rather important role 
of temperature in the setting of starch gels. Conse- 
quently, the writer has evaluated the mechanical 
properties of starch gels which were kept at dif- 
ferent temperatures after casting. These properties 
would indicate directly the relative degree of 
setting which occurs at each temperature. Thus, 
if gel-setting is a retrogradative event and if the 
confectionary gel behaves similarly to other starch 
materials, temperatures in the neighborhood of 








-4°F. should give rather soft, poorly-set gels, tem- 
peratures about 36°F. should produce a firmer, 
more rigid ,gel, and higher temperatures should 
again result in progressively weaker gels. 


Experimental Methods 


The confectionery gels were cast in the form 
of right circular cylinders, %” diameter (1.27 cm.) 
by 1%” length (2.90 cm.). Although details of the 
composition have been given earlier (8), it may 
be noted that the moisture content of the freshly- 
poured gel is about 29.4%. Somewhat more than 
11% of the total dry weight of the gel is contribut- 
ed by 60-fluidity corn starch. The formulation has 
been so chosen that the gel will set in 24 hours 
at room temperature. Such a gel will not sag of 
its own weight. 

The molds with the gel cylinders were placed 
for 24 hours in constant temperature rooms (with 
continuous blowers ), at the following temperatures: 
180°, 98°, 70°, 34°, and O°F. Afterwards, they 
were permitted to equilibrate with room tempera- 
ture (75°F) for 4 hours. The gels were compressed 
with 100, 50, or 20 gm. loads for 20 minytes and 
then permitted to recover for 20 minutes, continu- 
ous recordings being made of the change of height 
during these intervals (1,8). After calculation of 
the 20-minute loading stress and the amounts of 
strain after 20 minutes of loading and 20 minutes 
of recovery, the elastic modulus, coefficient of “vis- 
cosity”, and resilience could be computed (8). 

The moisture content of the gel was determined 
at the time of testing. About 16-18 gm. of gel cyl- 
inders were cleaned of adhering casting starch and 
weighed to the nearest milligram. The gels were 
dispersed in 300 gm. of distilled water for 5 min- 
utes in a Waring blender. During stirring of the 
suspension, 10 ml. aliquots were removed to tared 
aluminum moisture dishes and weighed. After dry- 
ing at 70°C. (under 27” vacuum) for 72 hours and 
re-weighing, the percentage moisture was com- 
puted. 


Results and Discussion 


Table 1 presents a summary of the average stress 
and strain data and the derivative values which 
are obtained from them. When a load of 100 gm. 


is applied to these gels, the elastic modulus—re 
flecting the amount of starch organized in cryst: 

line regions (9,10)—is smallest at 0°, somew 

higher at 130° and probably highest between 34 
and 70°F. This is a reasonable approximation t 
the behavior which might be predicted from th 
data of Katz (4,5) and Pence and Standridge (7) 

A higher elastic modulus (ratio of stress to 
coverable strain) indicates that a greater amoun 
of stress is needed to produce a given elasti¢ 
(recoverable) strain. The “viscous” coefficient (ra 
tio of stress to unrecoverable strain per unit time) 
is highest at about 70°F., with a 100 gm. load 
Thus, a large amount of stress is needed to produce 
a given permanent deformation in that sample. It 
should be noted that not only was the gel at 0°F 
ruptured in a few minutes under a 100 gm. load 
but it was also so weak that the cylinder sagged) 
under its own weight. Setting is obviously much 
retarded at this temperature. 

With smaller loads, such as 20 gm., the modulus 
for 0°, 34°, and 70° became lower, while the 
modulus for 98° and 130° increased markedly. 
Undoubtedly, the behavior at the latter two tem- 
peratures is a direct result of the “skin” effect: the 
small applied load does not develop enough stress 
to break the skin. 

A graphical demonstration of the skin effect is 
afforded by the course of the 50 gm. loading curves 
(deformation as a function of time) of gels at) 
98° and at 34°F. (figure 1). In the absence of a) 
skin (34°F.), there is a relatively large deformation 
during the initial two seconds of loading, followed 
by a gradually decreasing deformation in the sub- 
sequent 20 minutes. However, the presence of a 
skin (98°F.) not only results in a very much small- 
er initial deformation, but as the skin is gradually 
torn under the load; there is a much more rapid 
rate of deformation in the following 20 minutes 
than occurs in the 34° sample. This subsequent 
behavior reflects the mechanical properties of a 
much weaker interior gel. 

The skin effect is seen in the formation of super- 
ficial vertical cracks in the outer surface of the gel 
cylinder during 100 gm. and 50 gm. loading, and 
it may be perceived organoleptically in the 98° 
and 130°F. samples. It is also evident in a sharply 


Table 1 


Moisture 
Temperature} Content 
F.) % 


16.3 141 | 51.1 


1 @29—strain at 20 minutes of loading. 

2 @4o—strain at 20 minutes of recovery 

3 Soo—stress at ow! <a * ay oh 108 /com? 

sE ee! ne ulus ulus (Soe ot 
] on 


®R —percent resilience ur-the divided by 29) x 100). 


in 104 dynes/cm' 
coefficient Sod X58 one tivided by 1200 seconds) in 108 poises. 


Load (gm.) 
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GOOD TASTE 
TELLS YOU 


IT’S NESTLE’S 


The delicacy of the superior flavor that denotes 
quality is the prime consideration at Nestlé’s, 
makers of the finest in coatings through unvarying, 


rigidly applied standards of Quality Control. 
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Your candy has better appearance... 
faster sales with the finest pecans... 


.. Lleischinamns Laney Pecans 


Pecans accent the full, rich taste of 
your candy products. But you need pe- 
cans that stay fresh longer to give your 
candies longer shelf-life . . . assure taste 
satisfaction whenever they are pur- 
chased. And when it comes to fine, 
fresh pecans . . . 

Here’s why more and more manufac- 
turing confectioners are choosing 
Fleischmann’s Fancy Pecans: 


Heischmann's 


STAN DARD 


Fleischmann’s Fancy Pecans are bright- 
colored, full-meated, and firm. You can 
be sure they will be uniform in size, 
whichever grade you select. Our expert 
buyers choose only the “pick” of the 
pecan crop. These “seedling” pecans 
have a higher oil content for long- 
lasting flavor. And they stay fresh 
longer because they’re fresher when 
you get them. 


ancy 


BRANODS I 


Remember! Your candies will taste 
even better . . . and sell faster . . . when 
you use the finest pecans — Fleisch- 
mann’s Fancy Pecans. Call your 
Fleischmann man today. He'll help you 
select the grades you need. 
Ask your Fieischmann man about: 
Frozen Egg Whites, Coffee for 
Flavoring, and other products. 


Pecans 


NCORPORAT E O 
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increased “viscous” coefficient for the 98°F. sam- 
ple at 20 gm. loading; the increase is much less 
marked in the 130°F. sample. 

A final measure of the setting phenomenon is 
the relative amount of recovery—or springiness— 
displayed by the gel after removal of the load. 
This has been characterized as “resilience” (8), i.e., 
the ratio of the recovered strain to the total strain 
imposed. It is notable that the highest values, at all 
loading stresses, occur in the 70°F. sample. Pre- 
sumably, the amount of resilience indicates the 
relative strength of the network bonds in the gel 
(8,9). 

The differing physical characteristics of the gels 
held at different temperatures cannot—except in- 
sofar as a skin is produced—be ascribed to the 
varying moisture contents. Generally, a decrease 
in the total amount of water held will result in 
toughening of a gel substance. This toughening 
arises primarily through the formation of larger 
crystalline regions or more of them: as the inter- 
vening water molecules leave the gel, the starch 
molecules approach each other more closely. Such 
a phenomenon occurs in the production of a skin 
on gels kept at temperatures of 98° and 130°F. 

Table 1 gives the moisture content of these gels 
at the time of testing. It may be seen that the 
gels with either the highest elastic modulus and/or 
the highest viscous coefficient, at all testing condi- 
tions, had a moisture content between the high and 
low extremes. Although moisture loss and moisture 
absorption occur rapidly at the gel surface, there 
is a much decreased mobility of water molecules 
in the interior of the gel. The values for moisture 
content therefore represent primarily conditions 
in the outermost layer of the gel cylinders. The 
overall moisture content has limited meaning for 
the physical properties of the gel (see also 9). 

In effect, then, the mechanical behavior of the 
starch confectionery gel expresses a two-fold func- 
tion of temperature. The first effect is the general 
starch gel firmness relationship with temperature. 
The maximum firming effect occurs at temperatures 
in the vicinity of 36°F., perhaps somewhat higher 
in the confectionery gel. A second effect can be 
superposed—skin-formation at low external vapor 
pressures. This is not often noticeable because it is 
expressed only under sufficiently small stresses. 

Manufacturing confectioners should choose con- 
ditions of temperature and humidity in their dry- 
ing rooms to balance the factors of gel strength, 
sanitation, and economy. It must be pointed out 
that water loss is weight loss, if not quality loss, in 
these confectionery gels. 


Summary 

The findings of this study may be summarized 
as follows: In the setting of the starch confection- 
ery gel, crystallization is the predominant factor 
conferring rigidity on the gel. Crystallization is pro- 
moted at temperatures in the vicinity of 36°F. 
Superposed on this is the “skin” effect. Skin forma- 
tion at the surface is a function of drying conditions 
and may be enhanced with increasing temperature, 


for February 1958 — 25 








Figure I 

O° an 

20 
° 
7” 
& 
£ 40 a 
z 
+4 
° 
“60 SRE ee 
Ld 
w 
a 1 Ni oO 34° 

80 | L | aa 

° 5 10 56 20 
TIME (minutes) 


Figure 1. Deformation of two compressed starch gels, with 
time, under a 50 gm. load. One gel has been held for 24 
hours at 98°F. and the other 24 hours at 34°F. Both gels 
may be imagined to be standing at the zero point at the 
experiment. They are compressed by the amounts indicated 
at the left of the graph. 


all other factors being equal, or decreasing relative 
humidity. The skin effect contributes greatly to 
get rigidity (elasticity) and stiffness (viscosity) 
only when stresses are not great enough to rupture 
the skin. 
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hat do you want in marsh- 
mallow? A light, spongy, springy confection, either 
dead white or tinted in a clear pastel shade: a soft 
but more or less tenuous consistency: a moderate 
degree of sweetness and a clean taste: and, above 
all, an ability to retain these characteristics over 
as long a shelf life as possible, under every sort of 
storage condition. 

The sweetness comes principally from the sugars 
used: the lightness and the whiteness are due 
principally to the finely dispersed aeration: the 
springiness is given by the colloidal gel structure 
which permeates the whole mass. Degree of soft- 
ness is controlled partly by aeration, partly by 
strength and concentration of the gelling substance, 
and partly by the proportions of solids and mois- 
ture; the shelf life also is controlled in part by the 
balance between sugars and moisture, and in part 
by the protective power of the colloidal gel. 

All marshmallows and most other light foam can- 
dies are based on finely dispersed aeration of a low 
boiled sugar syrup, sometimes even an unboiled 
one. Most marshmallows are made by aerating 
a syrup which contains some gelatine, for gela- 
tine is capable of providing both the aerating pow- 
er and the colloidal gel structure which provide 
stability at the same time as the desired springy 
and tenuous consistency. The earliest marshmal- 
lows be it noted, were based on a herbal agent (Al- 
theae officinalis) which is no longer used at the 
present time. 

At present, it is usual to classify marshmallows 
into cutting, depositing and piping varieties, ac- 
cording to their consistency at a rather critical 
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Improvement of marshmallow 


by the Research and Development Staff 
Lenderink & Co., Schiedam, Holland 


stage in the manufacturing process. These terms are 
usually meant to cover rather more than the means 
of manufacture, however, for they are associated 
also with specific texture variations in the end 
product. They are ripe to be discarded, for the 
modern and technically enterprising manufacturer is 
no longer tied to traditional methods of manufac- 
ture—he has a far wider choice of both ingredients 
and processing equipment than his grandfather had 
and it behooves him to develop a system of classi- 
fication which is better related to present day re- 
quirements; above all, he has to develop a system 
which can help him to- choose between the rival 
claims of new ingredients and new processes, for 
it is becoming ever less practicable for him to work 
through them all by trial and error, the traditional 
method of the old craftsmen in the past. 

The modern classification might be in physical 
terms—hardness, softness, rubberiness, smoothness 
and so on—or it might be in analytical terms, such 
as specific gravity, moisture content, air cell count, 
gel concentration, pH value or equilibrium humid- 
ity. No perfect correlation of all these factors ap- 
pears yet to have been achieved but it is at least 
becoming very clear that the texture of a marsh- 
mallow can be related to two fairly easily separated 
characters—(1) The degree of aeration, with which 
is bound up the moisture content and (2) the 
type and concentration of gelling agent. 

Looking round the world to-day, we see marsh- 
mallow type candies which are based on almost 
every known type of gelatine; also on Agars: on 
gelatinized starches: on gums: and especially on 


scientifically (or accidentally) blended mixtures of 
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these colloidal or potentially colloidal substances. 
Modern colloid chemistry actually has much to 
offer the scientific marshmallow maker on the sub- 
ject of blends of this sort and he would do well 
to acquaint himself with its teachings. It can also 
explain why it may pay deliberately to vary the 
pH value, as between one recipe and another. 

The main point which we would like to stress, 
however, is that the chances of making real prog- 
ress are strictly limited so long as one ingredient— 
gelatine—is relied upon to combine all the functions 
of whipping agent, gelling agent and protective 
colloidal film. Moreover, so long as a gelatine must 
be selected on the basis of its whipping ability, 
the possibilities of deliberate selection for gel 
strength or colloidal power are limited. It is well 
known that whipping of sugar syrups can now be 
entrusted to cheap and very effective specialized 
whipping agents. It has also been demonstrated on 
a great many occasions that marshmallows can be 
made both better and more economically when 
the functions of whipping agent and gelling agent 
are separated. There is no doubt at all in the 
minds of the technically more advanced exponents 
of this type of formulation that the future must 
see major advances as the still incompletely re- 
solved principles of colloid action come to be 
further unravelled and applied. 

By way of illustration, we quote below a few 
formulas for marshmallow type candies taken from 
our current formulary. These formulas have all been 
very well tested in practice and we can provide 
samples of candy made to any of the formulas cited, 
should anybody be interested in making compari- 
sons with his own product. They are still only 
foundation stones on which a candy maker can 
build, however, for our aim—as manufacturers of a 
specialized whipping agent—can only be to provide 
basic information about our product and an indi- 
cation of how to use it. The syrup whipping process 
seems now to have been virtually mastered; the 
separation out of this part of the processing, in 
other sorts of candy manufacture as well as marsh- 
mallow, is but the first step in setting the candy 
maker free to develop the best and the cheapest 
candies possible in the light of modern research 


findings. ’ 
Non-grained marshmallow for Depositing (Sp. Gr. 
= 0.45 
1500 grs. Water (hot) 3 Ibs. 
250 grs. Gelatine (230 Bloom) 8 ozs. 
10 grs. Cream of Tartar % oz. 


Dissolve by stirring. 


25 grs. Hyfoama D. S.° 1% ozs. 
Add and mix. 
4500 grs. Sugar 9 Ibs. 
2000 grs. Water 4 Ibs. 
2000 grs. Invert Sugar 4 Ibs. 


Boil to 225° F. (107° C.), add and beat until 
the right consistency for devositing is obtained. 
Deposit in starch, clean off after standing for 
some hours at room temperature. 


* A casein based whipping agent 
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Neegenet marshmallow for Cutting (Sp. Gr. = 
30) 


2500 grs. Water (hot) 5 Ibs. 
650 grs. Gelatine (130 Bloom) 1 Ib. 5 ozs. 


Dissolve by stirring. 


62 grs. Hyfoama D. S. 4 ozs. 

; Add and mix. 
6500 grs. Sugar 13 Ibs. 
3000 grs. Water 6 Ibs. 
3000 grs. Invert Sugar 6 lbs. 


Boil to 230°F. (110°C.), add and beat until the 
desired volume is obtained. 
Spread out in layer, cut after cooling. 


Agar marshmallow for Cutting (Sp. Gr. = 0.50) 


50 grs. Hyfoama D. S. 3 ozs. 
1000 grs. Water 2 Ibs. 
1500 grs. 10x Sugar 3 Ibs. 

Mix and beat to a stiff foam. 
200 grs. Agar-agar ( powder ) 6 ozs. 
3000 grs. Water 6 Ibs. 
Boil for 2 minutes 
3000 grs. Sugar 6 Ibs. 
3000 grs. Invert Sugar 6 Ibs. 


Add and continue boiling to 221°F (105°C.). 
Slowly add (machine at lowest speed), to the 


stiff foam. 
100 grs. Citric Acid 3 ozs. 
100 grs. Water 3 ozs. 


Dissolve, add and mix well. 
Spread out in layer and cut after cooling. 


Biscuit marshmallow for Piping (Sp. Gr. = 0.30) 
(to be processed by ordinary marshmallow 
beater ) 

850 grs. Water (hot) 1 Ib. 11 ozs. 
180 grs. Gelatine (230 Bloom) 6 ozs. 


Dissolve by stirring. 
15 grs. Hyfoama D. S. 1 oz. 
Add and mix. 
2000 grs. Sugar 4 Ibs. 
1000 grs. Water 2 Ibs. 


2250 grs. Invert Sugar 4 Ibs. 8 ozs. 
Boil to 228°F (109°C.), add and beat until the 
desired volume has been obtained. 

Pipe on wafers, enrobe after cooling. 


Biscuit marshmallow for Piping (Sp. Gr. = 0.30) 
(to be processed by Pressure Whisk or Contin- 
uous Beater ) 


125 grs. Hyfoama D. S. 8 ozs. 
1000 grs. Water 2 Ibs. 


Dissolve by stirring. 
500 grs. Gelatine (180 Bloom) 1 Ib. 


1750 grs. Water (hot) 3 Ibs. 8 ozs. 
Dissolve by stirring. 

12500 grs. Sugar 25 Ibs. 

3000 grs. Water 6 Ibs. 

7500 grs. Corn Syrup 15 Ibs. 

5000 grs. Invert Sugar 10 Ibs. 


Dissolve by gentle heating and stirring. 

Add Hyfoama and Gelatine solutions. 

Adjust to approx. 126°F (52°C.), and process 
in pressure whisk or continuous beater. 

Pipe on wafers and enrobe after cooling. 
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What does it take to build a prosperous candy busi- 
ness? We put this question to the pros at Peter Paul 
(who have millions shouting ““Uhmmm, boy!" at the mere 
mention of Almond Joy), and here’s what they told us... 

“A quality product, widespread distribution, and 
aggressive advertising. And, perhaps most important 
of all, attractive packaging.” 

Almond Joy Miniatures, for example, come in a 
box that’s overwrapped with AVISCO® cellophane. 
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Not only does the cellophane keep them fresh and 
clean, the Peter Paul people figure, but it gives the 
package an eye-catching sparkle that stops candy- 
lovers at the point of sale. 

Whether you package your candy in bags, boxes, 
twists or trays, your AVISCO salesman can show you 
how to give it the sparkle that sparks those added 
sales. Call him, or your converter representative, 
and see! 


AMERICAN VISCOSE CORPORATION, Fiim Division, 1617 Pennsyivania Boulevard, Phiiadeiphia 3, Pennsyivania 
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L. J. Brudnick, Jeffrey’s Candy & Nut 
Co., Waltham, Mass. Jack Schurman, 
Sealcraft Products, Milwaukee 


Jim Fried, Twin City Food Dist., St. 
Paul, Minn. Dick Emerson, P.A. & S. 
Small Co., York, Penna. 





port, 
Theile & Co., Santa Fe, N. Mex. 


Repacking is big business 


Convention Report 


i National Candy Wholesalers Association 
has just completed its second annual Packaging 
Clinic, and in the process has provided one of the 
finest examples of what an alert national associa- 
tion can do for its members. 

The name of the meeting is a little misleading, 
as it was held for that comparatively small group 
of wholesalers who repack bulk candy into their 
own branded packages, mostly bags. 

The field of repacking, that for all practical pur- 
poses started just after the war, has had a phe- 
nominal growth. Two major reasons seem to have 
contributed. The first is the competitive need in 
many markets for a local brand of candy, available 
with a complete range of candies, for those inde- 
pendent food stores that cannot compete directly 
with the large national and regional chains. The 
repacker fills this need admirably, with a complete 
line and full merchandising services that are just 
impractical for independents and small chains. 

The second reason is that jobbers have seen 
their candy business in food stores dwindling due 
to the rise of the supermarket that was not geared 
to the traditional services of the wholesale opera- 
tion. In order to regain this volume, a few pro- 
gressive wholesalers have attacked the problem 
by building a service that capitalizes on the whole- 
salers strong points of merchandising service and 
knowledge of candy, and is geared to the super- 
market’s needs and selling practices. 


The packaging operation 
The costs of bagging was one of the most eagerly 
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discussed subjects. These costs varied widely, de- 
pending on the type of operation and size. The 
largest “repacker” does very little packaging, since 
his volume is such that he can buy most of his 
requirements under his label from manufacturers. 
The smallest is typical of most of those starting in, 
who use very small quantities of bags, labels and 
candy, and pack completely by hand. The typical 
bagging operation that is operated by a whole- 
saler probably bags around 5,000 bags per day. 
This is entirely a hand operation but with refine- 
ments of tables and scales that usually gives a 
direct labor cost of around .8¢ per bag. 

Experience described by baggers using some 
type of machine such as bag forming, weighing and 
sealing machines, and just net weighers, gave labor 
costs of from .3¢ to .6¢, again depending on the 
type of item and machine. Actually, bagging by 
machine for repackers is seldom practical, because 
of the large number of items packed, and the 
comparatively small run on any one item. The 
changeover time on machines, on this type of op- 
eration, usually more than offsets their greater 
speed and efficiency of oj eration. 


Headers versus printed bags 
This is partly a problem of size of operation and 
store preference in the locality. Printed bags are 
prohibitively expensive unless they are purchased 
in lots of 50,000 or more. Therefore, the usual re- 
packer is not able to buy these because of the 
Continued on page 32 


Joe Fritz, Fritz Wholesale Co., New- 
Minn. Harvey Thiele, Harvey 
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sparked by containers that SELL 


Confections sell with the pep of a frisky lad when packaged in lithographed 
metal containers by J. L. Clark and for good reason. Confections are dis- 
played with brilliant distinction in these containers which capture extra 
impulse business. They help develop repeat sales by preserving the “just 
made” freshness of your product. 















Spark your sales with containers fabricated economically from litho- 
graphed metal by Clark. Here is a complete container service: artwork 
for instant brand identification is created in our Impulse Design Studio; 
Clark engineering and craftsmanship assure snug-fitting structures, per- 
fect design reproduction. 


Write for a sample container now, while you’re thinking of it. A Clark 
representative will gladly show you how you can increase sales with litho- 
graphed metal containers from Clark. J. L. CLARK Manufacturing Co., 
Home Office and Plant, Rockford, Illinois; Liberty Division Plant and Sales, 
Lancaster, Pa.; New Y ork Sales Office, Chrysler Bldg., New York 17,N. Y. 
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Harry Feldman, Ever-So-Fresh with Bob 
Bresnahan 
his booth. 














new Murray-Allen broker at 


necessity of stocking several hundred thousand 
bags of many different items that he packs. 

The sales manager of a large wholesale manu- 
facturer of candy at the meeting indicated that 
his bagged items were provided about 90% with 
printed bags, and 10% with header labels. The 
labeled bags were primarily larger ones of over 
one pound, and special seasonal items. There was 
no agreement of whether candy sold better in 
printed bags, or those with header labels. Sales 
seemed to be more dependent on display and mer- 
chandising than on type of bag. Printed bags are 
more costly than unprinted bags and labels, but 
the savings in labor swing the cost factor in favor 
of printed bags when the run on each item is 
long enough. 


Guaranteed sales 


Practically all repackers do guarantee the sale of 
all candy placed on a retailers shelves. Some do 
not advertise this, but in effect they must, if they 
are to get a steady repeat business from the store. 
Others do state this guarantee, and make it the 
strongest sales point. This is the basis of their 
appeal to chain operators, for chain errors on buy- 
ing of seasonal merchandise can be very costly. 
The repacker who will guarantee complete sale 
or return for full credit has a great appeal to any 
retail store manager, to relieve him of the display 
requirements of candy, and from seasonal losses. 

Returns from stores on the guarantee seems to 
average under 1% over the year, but usually jumps 
up to twice or more just after holidays. Most oper- 
ators accept this loss as an unavoidable cost of 
their type of business, and uses it as a very effec- 
tive sales tool. It is reported that the finest sales 
time is just after a holiday, when a retailer is 
loaded with left over seasonal merchandise. Then 
a strong pitch on the benefits of a merchandising, 
buying expert, who guarantees 100% sale of all 
products bought, carries a great deal of weight. 


Chain stores 


The real aim of repackers is to get into local 
chain food stores. Some have been very successful, 
on a program of merchandising services, and guar- 
anteed sales. Most repackers, who have this opera- 
tion as part of their regular wholesale business, try 
to get cumplete control of the candy department, 
and supply all items in the candy line. In this 
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Mr. Schoemaker of Palmer Candy Com- 





situation, the packer must handle many very short 
profit items, such as six packs. However, the added 
advantage of controlling the department allows 
the maximum use of display space for the private 
label of candies and merchandising of seasonal and 
specialty items. The packers who control their 
candy departments do the greatest job of merchan- 
dising, show some very impressive sales figures in 
terms of percentage of total store sales contributed 
by candy. 

Those who do not attempt to control the com- 
plete candy department, allow the store to buy 
short profit items through their usual channels of 
purchasing, and only supply their own private 
brand of bagged and boxed merchandise, includ- 
ing special seasonal merchandise. 


Holiday and seasonal merchandise 


Seasonal merchandise is the great headache of 
the repacker, due principally to his policy of guar- 
anteed sales. However, it is also a major oppor- 
tunity for greatly increased sales volume. While 
some repackers take a greater margin on seasonal 
marchandise, most do not. The majority feel that 
they cannot take a greater margin, leaving the 
retailer with less, both for competitive reasons and 
because the retailer expects additional profit from 
this season. 

Some repackers have some experience with non- 
candy items, but it has not been generally good, 
and few pay any attention to it at all. 

Some packers have found that bagging five cent 
bars can be a very useful competitive tool. The 
usual method is twelve bars in a bag, retailing for 
49¢. This gives a customer an assortment of bars 
in one package. Its competitive advantage is in 
competition with chain sales of boxed bars in 24 
count cartons for 89¢. 

The repacker is first and last a merchandiser. 
His reasons for starting this type of business are 
primarily bound up in finding a merchandising ad- 
vantage over nationally advertised and distributed 
packaged candy sold direct to chains and other 
retailers. And the reason for his continuing exist- 
ence is his merchandising services to independent 
and chain stores who find that a much greater 
sales of candy more than compensates for the 
slightly smaller gross margin that he receives in 
comparison to his direct buying. 

The end 






C. N. MeMillan, Secretary of NCWA 
pany with Ed Lagan of The Woodman with Board Chairman J. P. Fritz and 
Company at his booth. Mrs. Fritz. 
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Color plates made from unretouched Ektachrome transparencies 


FLO-SWEET 











This unretouched photograph reproduces 
the colors of the eight principal types of 
Flo-Sweet as precisely as possible with mod- 
ern printing techniques. 

Compare, if you will, Flo-Sweet liquid 
sucrose with distilled water. You can hardly 
tell the difference! Because color is a good 
indication of sugar purity, this is one proof 
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of the efficiency of Flo-Sweet’s refining 
techniques. 

Note particularly the color of the melted 
granulated, shown at the same concentration 
of sugar solids as the liquid sucrose. This, 
we think, proves our contention that you 
can’t get quality liquid sugar by mixing 
granulated with water. 
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Compare the melted granulated with the 
Flo-Sweet industrial sucrose, industrial in- 
vert, and total invert. Industrial types of 
Flo-Sweet actually show less color than 
the melted granulated. And up to now, 
granulated has been the accepted standard 
of purity! 

In Flo-Sweet amber and golden sugars, 


& SUGARS 


EXCLUSIVELY FROM YONKERS, 


the colors—and characteristic flavors — are 
deliberate and closely controlled. Note their 
clarity and freedom from haze. 

The color of liquid sugar is, of course, only 
one indication of its quality. We welcome 
comparison of Flo-Sweet with any other 
sugar — liquid or granulated — on any basis 
whatsoever: color, taste, aroma, laboratory 


INC. 


ALLENTOWN, 





YONKERS, 


analysis . . . or the practical test of how it 
performs in your own food products. You 
will discover what many Flo-Sweet users 
have long known: that Flo-Sweet has es- 
tablished exacting new standards of liquid 
sugar quality. 

For this is true sugar quality — You can 
see the difference. 


NEW YORK 


DETROIT, TOLEDO 














12th Production Conference 


of the Pennsylvania Manufacturing Confectioners Association 


Franklin and Marshall College — April 23-25, 1958 


Wednesday, April 23, 1958: 
(Hotel Brunswick) 


8:50 P.M. 


9:00 


9:30 


Thursday, 


9:00 


9:05 


9:10 


9:20 A.M. 


Introduction 
Hans F. Dresel 
Felton Chemical Co., Inc., Phila- 
delphia; Chairman, Twelfth An- 
nual Production Conference, 
PMCA 
Labor Relations 
Dr. G. Jay Anyon 
Assistant Professor of Industry 
Wharton School, University of 
Pennsylvania 
Industrial Consultant, Philadel- 
phia 
Buffet Supper (served at Hotel Bruns- 
wick) 


April 24th: 


Moderator, Clarence Bortzfield 
Keppel, Inc., Lancaster, Pa. 
Chairman, Executive Committee, 

P.M.C.A. 
Invocation 
C. R. Kroekel 
Kroekel-Oetinger, Inc., Philadel- 
phia 
Greetings 
Richard M. Stark 
Bachman Chocolate Manufactur- 
ing Co., Mt. Joy, Pa. 
President, P.M.C.A. 
Report on Research 
Jay C. Musser 
Klein Chocolate Company, Eliza- 
bethtown, Pa. 
Chairman, Research Committee, 
P.M.C.A. 

A Study of Viscosity Increase Due to 

Solid Fat Formation in Tempering 

Chocolate Coatings 

William N. Duck 
Research Chemist, P.M.C.A. Re- 
search Projects at Franklin and 
Marshall College 
in collaboration with 
Dr. Robert P. Cross 
Director of P.M.C.A. Research 
Projects at Franklin and Mar- 
shall College 


9:40 


10:00 


10:25 


11:00 


11:25 A.M. 


11:50 


1:00 P.M. 


2:00 


Public Health and Food 
Walter L. Obold, Ph.D. 

Chairman, Department of Bio- 
logical Sciences, Drexel Insti- 
tute of Technology, Philadel- 
phia 

Precautions—And Afterthoughts 
Robert C. Stanfill 

Chief, Philadelphia District, 

Food and Drug Administration, 
Department of Health, Educa- 
tion, and Welfare 

Enzyme Produced Flavors From Milk 
Fat 
Merle G. Farnham 

President, Dairyland Food Lab- 
oratories, Inc. 

Waukesha, Wisconsin 

in collaboration with 
Dr. John H. Nelson 

Director of Research 

Dairyland Food Laboratories, 
Inc., Waukesha, Wis. 

Dr. A. R. Kemp 

Research Chemist 

Dean Milk Company, Rockford, 
Illinois 

Continuous Steam Cooking of Jellies 
Harold E. Atchison 

Vice President, Farley Manufac- 
turing Co., Skokie, Ill. 

Vice President, Thermal Equip- 
ment Corp., Skokie, IIl. 

Bulk Sugars—Dry and Liquid 
Edward W. Meeker 

Manager, Manufacturers and 
Consumers Service Div., The 
American Sugar Refining Co., 
New York 

The Use of Glyceryl Monostearate and 
Related Emulsifiers in Candy 
William H. Knightly 
Product Development Dept., Chem- 
icals Division, 

Atlas Powder Company, Wilm- 
ington, Delaware 

Luncheon (Served on campus) 
Silicones—Processing Aids for the 
Candy Industry 

Norton C. Foster 

Asst. Manager, Dow Corning 
Company, New York 

continued on page 38 
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Leading candy makers know... 
Du Pont cellophane gives better sales 
performance...better packaging at low cost 


THOS. D. RICHARDSON CO. chose 
Du Pont cellophane for packaging its 
new line of Pastel Mints. Reasons: Mints 
have a fresher look . . . attractively de- 
signed and printed packages never lose 
their selling sparkle . . . cellophane is 
the ideal packaging material for high- 
volume, economical production. 

Before you make a packaging decision, 
weigh all the requirements of a good pack- 
aging material. 





U PONT 
cellophane 
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BETTER THINGS FOR BETTER LIVING... THROUGH CHEMISTRY 


Good packaging is good merchandising...and the most 
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Remember: only cellophane offers you 


all these advantages: 


e Complete transparency—never a 
cloudy look 

e Crisp, appealing appearance 

e Correct moisture protection 

e Superior printability 

e Efficient operation on high-speed 
machines 

e Low packaging costs 


E. |. du Pont de Nemours & Co. (Inc.), Film Dept., 
Room MC-2, Nemours Bidg., Wilmington 98, Delaware 


Thos. D. Richardson Co. Pastel Mints in K-203 cellophane. 


Choose Du Pont cellophane. For in- 
formation see your Du Pont Represent- 
ative or Authorized Converter—or 
mail the coupon. E. I. du Pont de Ne- 
mours & Co. (Inc.), Film Department, 
Wilmington 98, Delaware. 


SPECIFY DU PONT cellophane by code desig - 
nation when you order. MSD-52, MSD-53, 
MSD-54, K-202 and K-203 are among the 
films tailored to meet specific needs of candy 
packaging. 

















[] Please send me 

complete informa- Name 

tion on Du Pont Title 

cellophane films for Firm 

the candy industry. Sateen 
City 





effective packaging material is cellophane 
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Five Roll Refiner 


e Machinery of highest precision and 
reliability 


e With tight positive rolls made out of 
finest hardened steel 


e Important Improvements 


e Continued top performance with 
utmost smoothness 





Standard Machine Type W 5/58 


Available with either mechanical or hydraulic 
roll control. 


We are also manufacturers of : 


Cocoa Refiners, Three Roll Refiners, Longitudi- 
nal Friction Conches, Circular Friction Conches, 


Storage Tanks, Chocolate Pumps. 


Write today for full information 


THOUET MASCHINENBAU—AACHEN 


Proprietors Franz and Rudi Knops 
Hickelweg 21 Rhineland / Germany 

















2:25 


3:30 
7:00 P.M. 


The Odor Problem in Paperboard 
Boxes and Dividers 
Dr. Keith W. Max 
Chairman, Biological Research 
Committee 
National Paperboard Association; 
Robert Gair Div., Continental 
Can Co., Inc., New York 
L. C. Cartwright 
Account Executive 
Foster D. Snell, Inc., New York 


Discussion 2 


The Pennsylvania Manufacturing Con- 
fectioners’ Association Dinner 
(Dress-Informal) 
Hotel Brunswick, Lancaster, Pa. 

Pennsylvania Dutch Dinner 
Hans F. Dresel 

Representative, Felton Chemical 

Co., Inc., Philadelphia; 
Chairman, Twelfth Annual Pro- 
duction Conference 
Richard M. Stark 

Bachman Chocolate Manufactur- 

ing Co., Mt. Joy, Pa. 

President, P.M.C.A. Toastmaster 
Greetings from National Confec- 
tioners’ Association 

Philip P. Gott, President 
Address 

Hugh Scott, Member of Congress, 

Philadelphia 


Friday, April 25th: 


9:00 


9:25 


10:00 


11:00 


1:00 P.M. 


Moderator, E. W. Meyers 
Hershey Chocolate Corporation, 
Hershey, Pa. 
First Vice President, P.M.C.A. 


Roasting—Today and Tomorrow 
J. L. Robinson 
President, Jabez Burns & Sons, 
Inc., New York 


The Influence of the Heat Transfer 
Unit on the Fat Structure of Chocolate 
Dr. Ernstgeorg Hanssen 
Chief Chemist, H. Bahlsens Keks- 
fabrik K.-G., Hannover, Ger- 
many 


Particle Fineness in Chocolate and its 
Measurement 
Some Aspects of the Shelf Life of 
Candies 
C. L. Hinton 
Superintendent of Research 
The British Food Manufacturing 
Industries, Leatherhead, Eng- 
land 


Round Table Discussion 
Directed by James A. King 
Nulomoline Division, The Ameri- 
can Molasses Co., New York 


Adjournment 
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NEW 


e machines 
e materials 
e literature 


Two new cellophane types have been announced, 
They are a 300 K-202, developed primarily for bag 
fabrication; and K-201 to provide maximum coverage 
on baked goods. K-202 offers exceptional machine 
performance and durability for items requiring long 
shelf life, and yields 19,000 square inches per pound. 
K-201 yields 21,000 square inches per pound. 


For further information write: E. I. duPont de Ne- 
mours & Company, Wilmington, Delaware. 


A polyethylene overwrapping machine has been de- 
veloped for package overwrapping. The recent devel- 
opment of this type of machine will make possible 
the overwrapping with this film economically possible 
at high production speeds. 


For further information write: Hayssen Manufactur- 
ing Company, 1305 St. Clair Ave., Sheboygan, Wis- 
consin. 





A plastic-coated paper bowl has been developed 
which provides an attractive, low-cost package and 
serving dish. It can be provided in stock designs or 
specially printed. It is easily adapted to automatic 
filling and wrapping. 


For further information write: Fonda Container Cor- 
poration, 551 Fifth Ave., New York City. 


“Hyfoama” is a new booklet that describes the use 
of a casein based whipping agent for the production 
of a wide variety of candies, including caramels, nou- 
gats, creams, marshmallows, and centers for filled hard 
candies and chocolate shell work. Complete process- 
ing information is given for each type of candy with 
formulas and individual manufacturing techniques. 

Special topics covered are “Adjusting a recipe to 
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FAMOUS PACKAGES 


using SWEETONE | 
Protective Papers 


DECOPAD 


DECOPAD enhances the interior appearance of the 
package and gives maximum PROTECTION. 


We maintain a special department to cut, die cut 
and emboss DECOPAD to your specific requirements. 


WRITE TODAY for a new folder 
containing actual samples of our 
complete line of Sweetone Paper 
Products for manufacturing 
confectioners including: 
GLASSINE PAPERS CHOCOLATE DIVIDERS 
WAXED PAPERS BOAT AND TRAY ROLLS 
WAVEE PARCHMENT LAYER BOARDS 
EMBOSSED PAPERS DIE CUT LINERS 
CANDY BOX PADDINGS 


George H. Sweetnam, Inc. 


282-286 Portland Street, Cambridge, Mass. 





Representatives in Philadelphia, Detroit, 
Chicago, Dallas, New Orleans, 
Oakland, California and Seattle, Washington 














Continuous Hard 
Candy Vacuum Cooker 


CUTS COSTS 





The National Equipment Corporation’s Continuous Hard 
Candy Vacuum Cooker pictured above is saving money 
fast a a well-known Southern candy manufacturer, as 
it is for many other satisfied users. With its ey auto- 


matic Taylor control system the very minimum of opera- 
tor attention is required; yield is increased; operating 
costs are decreased; uniformly high quality candy is as- 
sured. Here’s how the control system works: 


Taylor FULSCOPE* Pressure Controllers preciscly regulate 
steam pressure in the cookers, while keeping permanent 
chart records of the pressure. 


Two Taylor FLEX-0-TIMER* Time Cycle Controllers are co- 
ordinated to control kettle filling, processing time and 
automatic dumping alternately, since alternate kettles 
may be operated with different size batches.c 

A Taylor Vacuum Recorder keeps a permanent record of 
the vacuum in the cooker, which serves as a record of the 
filling time of each kettle. 

If you're thinking of ‘going automatic’’, or modernizing 
existing equipment, be sure to specify Taylor controls. 
Your Taylor Field Engineer will Re glad to discuss your 
— or write for Catalog 900. Taylor Instrument 

mpanies, Rochester, N. Y., or Toronto, Ontario. 
*Reg. U.S. Pat. Off. 


Taylor Luslruments 


MEAN ACCURACY FIRST 





meet special processing requirements and machines”, 
“Trouble shooting”, and “Practical Hints”. Altogether, 
this is the most extensive treatment of practical meth- 
ods of aeration of candies that we have ever seen 
within one book. 


Copies are available from Lenderink and Co., N. Y., 
Schiedam, Holland. 


A new metalized paper has been developed for 
flexible packaging. It is almost identical to aluminum 
foil in appearance, and is expected to be lower in 
cost. The paper is coated with aluminum in a process 
that is similar to vacuum metalizing on metals and 
plastics. 

For more information write: Shellmar-Betner Divi- 
sion, Continental Can Company, 100 E. 42nd St., New 
York 17, N. Y. 


“Whitman’s Samples Radio, and loves it”, is the 
name of a folder that tells of Whitman’s entry into 
radio advertising in 1956 and 1957. The firm’s methods 
and results are explained, together with information 
on why Whitman found radio a very attractive sales 
medium for their products and distribution pattern. 


Copies of the folder are available from Radio Adver- 
tising Bureau, 460 Park Ave., New York 22, N. Y. 








Supply field news 





Dairyland Food Laboratories, basic manufacturers 
of enzyme preparations, have started building opera- 
tions in Waukesha, Wisconsin. It will provide five times 
the space previously occupied, and permit substantial 
enlargement of research laboratories and the installa- 
tion of a pilot plant. 


Polak and Schwarz, Inc., announced the appoint- 
ment of Benjamin d’Ancona to Senior Vice President 
of the American organization. He has been with the 
P & S organization for 38 years, and since 1940 
with the United States Company. 


E. Thomas Oakes has been named president of the 
E. T. Oakes Corporation. He succeeds his father, Dr. 
E. T. Oakes who founded the company, and who died 
recently of injuries from an accident in Mexico. 
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NEW 


e packages 
® promotions 





Bonomo’s hard candy in this 
family of cellophane printed bags 
won honorable mention in competi- 
tion for the National Flexible Pack- 
aging Awards. They may be dis- 
played with either back or face visi- 
ble. 





Brach has introduced this new 
display rack that provides 24 pack- 
age facings in three square feet of 
floor space. Bags and window box- 
es can be displayed interchange- 
ably. It measures 65 inches high, 
21% inches wide and 20 inches 
deep. 
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CANDIES 


Twist Wraps * Pan Goods 
Jellies ©¢ Marshmallows 
Checolates * Creams, etc. 









» Prominent repacker, 






says: “To increase profits on today's market we had to reduce 
costs. The Hayssen COMPAK offered the utmost in cost 
reduction.” 


The Hayssen COMPAK is a complete pack- 
aging department in a single machine. It 
does offer the utmost in packaging cost re- 
duction and versatility. Several repackers are 
now packaging more than 60 varieties on 
the same COMPAK. Here’s how you can 
increase your profit margins: 


1. Purchase your packaging material 
in Roll Stock, the absolutely cheap- 
est way material can be purchased. 


2. The automatic COMPAK: forms, 
fills and seals your package without 
intermediate steps or hand labor. 


3. The COMPAK occupies a floor 
space of 3’ x 5’, and in many cases 
turns out the work of from 6 to 
12 hand packers. 


As it was so aptly put by Mr. Krempa of 
King Nut Co., Cleveland; “We paid for our 
COMPAK twice by not buying it sooner.” 
Don’t let this happen to you, where you're 
paying for a COMPAK and do not have it. 
Contact Hayssen TODAY ! 


HAYSSEN 


MANUFACTURING COMPANY «¢ Dept. MC-2 ¢ SHEBOYGAN, WIS. 


Atlanta e e Dallas « Denver e Detroit « Houston « Jackson, Miss. e Kansas City e Los Angeles 
Minneapolis e ew York ° * Philadelphia e St. Louis e@ San Francisco e Montreal « Toronto « Vancouver 











for Better Marshmallows 
the SAVAGE BEATER 


- IS YOUR ANSWER. The Savage latest improved sanitary 
marshmallow beater is constructed with stainless steel tank, shaft, 
paddles and breaker bars—100% sanitary. This beater is considered 
standard by manufacturers. 
Built for strength and dura- 
bility, it assures perfect 
manipulation of each batch. 
Hundreds of users in the 
United States and foreign 
countries prefer the Savage 
Beater for its economy in 
operation and performance 
in production, because it 
saves time, space, and op- 
erating cost. Four 200 pound 
Savage Beaters will supply a 


mogul for continuous opera- 





tion. 


THE FIRST COST IS THE LAST COST 
Unexcelled for volume and lightness 
Stainless construction—100%9 sanitary 
No corners for contamination 
Outside stuffing boxes—no leakage possible 
Maximum beating for volume 
Faster heat discharge from batch 
Creates volume suction of cold air 
Larger water jacket for quick cooling 
6” outlet valve for quick emptying 
Less power needed with roller bearings 
Large two piece air vent—sanitary 
Direct motor drive 
Sizes available: 150 lb. or 80 gal. capacity 
200 Ib. or 110 gal. capacity 


SAVAGE oval type marshmallow beater also manufactured with 
stainless water jacket, galvanized cast iron heads, paddles 
and breaker bars. 


Since 1855 


SAVAGE BROS. CO. 


2638 Gladys Ave. Chicago 12, Il. 











NEW 


e packages 


® promotions 





Bachman Chocolate Company has 
introduced Old Sol Brittle milk 
chocolate Rosettes in a_ five-color 
carton. The cartons for the other 
two Bachman items chocolate Non- 
Pareils and Stars have been rede- 
signed to follow the same design 
as the new package. 





Schrafft was so successful with 
the use of circusing technique on 
posters, that it is scheduling three 
different posters in seventy-nine 
markets. Each of the three features 
a different age group for Valen- 
tine candies. 
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NEW 


e packages 
® promotions 


Brown and Haley is using this 
thirty sheet poster in major west 
post markets. This size gives the 
firm 25% more copy area than is 
available in the traditional 24-sheet 


size. 





Paul F. Beich Company is using a 
very clear grade of poly to pack 
bagged caramels. This family of 
packages contains three varieties of 
candy. This grade of poly gives the 
consumer a clear view of the 
wrapped candies inside. 





sg 


a 
STANcase 





EQUIPMENT 


\ 


STAINLESS STEEL 


DRUMS 


MODEL 30 --30 GAL. 
MODEL 55--55 GAL. 
(Covers available) 
ECONOMY 
EQUIPMENT 
RUGGEDLY CONSTRUCTED FOR LIFE TIME WEAR. 
FULLY APPROVED BY HEALTH AUTHORITIES. 


Manufactured by 











The Standard Casing Co., Inc. ‘i 


121 Spring St.. New York 12, N.Y 
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You can count on 


TRIANGLE 


for 


EXPERIENCE 


a 
oe 0es6eeee 


TRIANGLE . 


TRIANGLE PACKAGE MACHINERY CO. 







The experience of these three 
satisfied Triangle users point out the 
basic reasons why so many leading 
packagers rely on Elec-Tri-Pak. Here 
are three features any packager should 
look for and buy in net weight fillers: 


WHITE HOUSE wanted accurate 
filling and gentle handling. 
Elec-Tri-Pak weighs and fills delicate 
instant dry milk at guaranteed accu- 
racy of + 1/32.0z. on 85% of packages 
and + 1/16 oz. on 97%. White House 

Milk Co., Manitowoc, Wisconsin. 


CHASE wanted versatility. 
Elec-Tri-Pak flexibility and ease of 
changeover permits them to handle 
as many as 50 to 60 different confec- 
tionery items on one machine. Chase 
Candy Co., Chicago, Illinois. 


KELLOGG wanted speed. High 
speed weighing and filling of a 
difficult-to-handle product were the 
Kellogg Company’s prime requisites 
for net weight scales on their new 
T-BONE packaging line. The Kellogg 
Company, Battle Creek, Michigan. 


Whether you're filling candy or 
peanuts, noodles, marbles or insecti- 
cides, Triangle has the machine and 
the know-how ‘to put profit first in 
your packaging picture. Write for 
details. 


Ask about the deferred payment pian. 





6639 W. Diversey Ave., Chicago 35, Ill. 











“Pick ‘n’ Please” 
merchandising plan 


for Johnston 


®@ Wraps 3 to 5 units per second 


e Keeps candies factory fresh 


fosuahd dd 


Wraps without crush or breakage va 
Requires no boards unless desired 
Uses all types of wrap materials 
Meat, give o ‘ np seais 

Wraps products of most any shape 


Save labor = iat-laMe--) ta-lit-ta) 





. Robert A. Johnston Company is using a 
brand new idea for the sale of their packaged 
candies. The merchandising rack shown above dis- 
plays twelve different cello-wrapped trays of candy, 
each straight packed with a popular piece of 
fancy dipped candy. Empty stock Johnston boxes 
are provided with the display. Four of the trays 
will fit into the box, and the filled box sells for 
$1.50. The trays can also be bought separately for 
39c each. 

With this type of display, the consumer can 
pick a wide variety of assortments from the twelve 
trays, and satisfy practically any candy preferences. 
This display will give a retail dealer a much 
better opportunity to compete with manufacturing 
retailers through this personal approach to assort- 
ment makeup. 


Write for 
brochure 


Herbert Bernstein to Bartons 


wR eee Barton’s Bonbonniere has named Herbert Bern- 
: stein to the firm’s purchasing department on pack- 
aging development. Bernstein as formerly purchas- 
ing agent for Phoenix Candy Company and Four 
Star Candy Company. 
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aged fine products with coatings made 
a with Durkee's Paramount 
Bred Successful confection manufacturers are specifying coatings made with 
rays Durkee’s Paramount for greater year ‘round customer satisfaction. 
. for You'll find that coatings made with Paramount vegetable hard butters 
» for give your product real eye appeal... real taste appeal. 

Ask your regular supplier about coatings made with Durkee’s 
Foe Paramount —available in varying degrees of hardness to meet specific 
kg requirements of all types of confections, all types of climate conditions — ‘ 
ail Winter and Summer. Durkee’s trained specialists will be glad to show 
ring you how best to use Paramount coatings for your own operation. 
sort- 


Coatings made with Paramount are famous for: 
eHigh Gloss Retention «Greater Bloom Resistance 
Greater Stability «Longer Shelf Life *Year ‘Round Top Performance 


~ | DURKEE’S PARAMOUNT 


has- 
Our LOUISVILLE, KENTUCKY + CHICAGO, ILLINOIS + BERKELEY, CALIFORNIA «+ NEW YORK, NEW YORK cit 
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Good Candy Deserves 


assinemajfeaseproot 


Packaging Protection 







plements the ric 
candy and keeps it ~ 
and sanitary. Protects 
nst oil penetration 
excellent printability 
and ease of handling on 
packaging equipment. 


pss, ‘ ; 
. 





;. RHINELANDER 
PAPER COMPANY 


Rhinelander, Wisconsin 
Subsidiary of St. Regis Paper Company 


MURNANE 


PAPERBOARD PRODUCTS 





MURNANE PAPER COMPANY 


N KO 


STNER AVE. CHICAGO $1, itt 
KRITt OR CALL COLLECT CAPITOL 7-5300 








Automatic brittle 
packaging line 


for Sophie Mae 


- ophie Mae Candy Company of Atlanta has in- 
stalled an automatic packaging line for their na- 
tionally distributed peanut brittle. The line is built 
around a Concora filler that was developed by 
Container Corporation of America for frozen food 
packaging. 

Cartons are Kliklok type that are set up auto- 
matically on a double head machine. They are 
paraffined to eliminate the necessity of the former 
waxed paper liner. Brittle goes to the eight-pocket 
filler, and then to a check weighing station. The 
cartons are closed and overwrapped in foil auto- 
matically. 

The new carton is printed in one color so that 
it retains its brand identity after the overwrap is 
removed. 


New Gopher club officers 


The new officers of the Gopher Candy Club are 
President Harlan Johnson, Vice President Harrison 
Winchell, Secretary Erling Jensen, Treasurer Harry 
Q. Zacher. 

The board of directors are Chairman Dave John- 
son, Bernard O. Erickson, Robert Parks, Paul San- 
dell and Henry Walburg. 
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GET NEAT, PRECISION WRAPPING 
at 600 Pieces a Minute with Forgrove 42 Models 


For high-speed plastic cutting and wrap- 
ping, the improved Forgrove Models 42-B 
and 42-C offer you greater versatility in 
precision fold and twist wraps. You can 
use plain or printed cellophane, waxed 
paper or reinforced foil outer wraps, with 
optional waxed paper or foil inner strips, 
for caramels, toffee, taffy or gum. 

Model 42-B sizes, shapes and cuts the 
candy from rope, fold wraps 600 pieces a 
minute. Its self-cleaning, guillotine knife 
operates with a chopping action by the 
upper and lower blades that gives neat, 


square ends and eliminates distortion. 
Uniform, attractively-wrapped candies 
are delivered side by side, with folded 
ends turned under and heat sealed. Model 
42-C cuts from rope and twist wraps at 
650 per minute. It can also handle whirls. 
Infeed sizing and feed rolls have been de- 
signed for easy removal to speed cleaning. 

To obtain complete information on any 
models in the Forgrove line of candy- 
making and wrapping equipment, simply 
phone or write your nearest Package rep- 
resentative today. 


Don’t miss the newest Package engineering developments 


at Booth 413, PM & ME Show, Atlantic City, March 25 to 28. 
PACKAGE MACHINERY COMPANY, EAST LONGMEADOW, MASS. 
NEW YORK + PHILADELPHIA « ATLANTA « BOSTON © CLEVELAND + CHICAGO «+ KANSAS CITY 
DALLAS « DENVER « LOS ANGELES + SAN FRANCISCO « SEATTLE + TORONTO «+ MEXICOCITY 
Sole agents in the U. S., Canada and Mexico for Forgrove candy-making and wrapping equipment 
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Miro. 


INSTALLATION AT 
A. N. STOLLWERCK 


GRINDS AND COLLECTS 
SUGAR in 


“Straight-Line’ Operation 


A leading supplier of quality chocolate 
products for more than 80 years, A. N. 
Stollwerck, ‘Inc. insures top efficiency and 
economy in its sugar grinding and collecting 
operation with MIKRO-D equipment. Pro- 
duction figures tell the story—a continuous, 
2000 Ib. per hour output of freshly ground 
sugar with a fineness of 90-95% through 
200 mesh, utilizing only a 15 h.p. motor! As 
illustrated, the extreme flexibility of 
MIKRO-D units permitted a labor-saving, 
space-saving “straight-line” installation. 


To find out how MIKRO-D can cut your 
operational costs and increase output, send 
us a sample of your unground product. 
We'll make test runs to your specifications 

—and submit results and recommendations 
entirely without obligation. 

















MIKRO-D installation at A. N. Stollwerck’'s 
Camden, N. J. plant consists of #2 MIKRO- 
Pulverizer on a 24-1-36 MIKRO- 
COLLECTOR with 8” MIKRO AIRLOCK. 


GENUINE MIKRO-D Replacement Parts Available 
From Large Stock Within 48 Hours. 


Miro. 


PULVERIZING MACHINERY DIVISION 
METALS DISINTEGRATING COMPANY, INC. 
61 Chatham Road + Summit, New Jersey 


Newsmakers 


Mr. Wallace Spaulding, head of 
the confectionery division of Fred- 
erick & Nelson department store 
of Seattle, died last month 
Frank Gleason, vice president and 
sales manager for E. J. Brach & 
Sons, died recently. He had been 
with the firm for 35 years 
E. Emmet Fortier, manager of the 
candy specialties division of E. J. 
Brach & Sons for twenty years, 
died December 14th. He had been 
with the firm for 38 years... . . 
Mack Mc Graw, formerly candy 
buyer for United-Whalen and Lob- 
laws, has opened a restaurant in 

Bruce L. Durling 





WE BUY & SELL 


ELIE AORTA PEE! AE SP 
O90 LOTS © OVER RUNS @ SURPLUS 


SHEETS¢ROLLS-SHREDDINGS 
Cellophane rolls 100 fi. of more 


ALSO MADE OF OTHER CELLULOSE FILM 
Glassine Bags, Sheets & Rells 


Diamond ‘Cellophane’ Products 


Harry L. Diamond Edward H. Elsen 
At Your Service” 


Chicage 1 * Iimeis 
Victory 2-1030 


tame 














has been named president of Wm, 
J. Stange Company Robert 
E. Felton, with Felton Chemical 
Company for 32 years, has assumed 
direction of all company promo 
tional activities Richard L, 
Nagle has been appointed to the 
newly created post of industrial 
marketing manager for A. E. Staley 
William D. Lam 
bom has been elected president of 
the National Sugar Brokers Asse 
Adolph Dingfelder, 
formerly sales manager for Felton 
Chemical Company, has been ap. 
pointed sales manager for Rey. 
naud, Ltd. 


COLORED COATINGS 


Add color to your package! 


Nu Coat 


Bon Bon 


Company 
338 N. West Ay 
Chicago | 











Write for Catalog 





SSTAGLISMED 1876 





Oivisitonw oF 
BRIGHTON CORP 





HIGH RATED 1.P. MOTOR WITH 
VARIABLE OR CONSTANT SPEED 
FULLY ENCLOSED 


WEAVY DUTY ENCLOSED 
GEAR BOX WITH STEEL CUT 
GEARS AND OILLESS BEARINGS 


DRIVE SUPPORT OPEN EITHER END 
ACCESSIBLE FOR CLEANING 


DOUBLE MOTION AGITATOR. 
EXTRA STRONG FOR LIGHT, 
MEDIUM AND HEAVY MIXES 








820 STATE AVENUE 
CINCINNATI 4, ONIO 


TYPE MIX-COOKER 
60 GAL. MLUSTRATED—SIZES: 30 TO 150 Gal 
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Staley’s 


FOR YOUR UNMODIFIED STARCH NEEDS: Pure 
Food Powdered Starch (P.F.P.) is a sparkling-white, free- 
flowing, odor-free starch with a bland flavor. Because 
P.F.P. is finely ground and bolted through silk, an ex- 
ceptionally high degree of purity is assured. 


FOR YOUR THIN BOILING NEEDS: Confectioner’s 
ECLIPSE “F’’ Starch is a modified, thin-boiling starch of 
high fluidity. Eclipse “F’’ can be cooked to low moisture 
content without becoming too viscous or stringy—pro- 
duces a short, tender gel with definite clarity. Bland 
flavor. Pure white color. Odorless. 


® BETTER PRODUCTS FOR BETTER CANDY 


5 sure ways Staley’s can help you improve your 
candies in quality, uniformity, appearance. 


FOR DUST-FREE MOULDING: Confectioner’s Spe- 
cial Dustless Moulding Starch. Similar to Staley's P.F.P. 
Starch except it is specially processed to take and hold 
quick, excellent impressions. 


FOR FINE-POWDERED DUSTING: Staley’s Confec- 
tioner’s Dusting Starch is a pure white, fine powdered, 
uniform starch with exceptional spreading properties. 


For additional information on any of Staley's quality 
products for confectioners, call your Staley'’s Repre- 
sentative. Or write to... 


CONFECTIONER’'S ECLIPSE ‘'G’’ STARCH is 
similar to Eclipse ‘‘F’’ except offers even higher fluidity ... 


results in faster, thinner cooking . . . easier deposit with 
fewer tailings. 


A. E. STALEY MFG. CO. 


DECATUR, ILLINOIS 
® Branch Offices: Atlanta Boston + Chicago* Cleveland + Kansas City 
New York © Philadelphia « San Francisco * St Louis 
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This great VOSS Belt assures you of the glossier bottoms 


your product needs for that fast-selling “Quality” look — 
and gives you a dozen production advantages, too! 


VOSS 3M600 “KLEER-GLOSS” Cooling Tunnel Belts are made with “MYLAR”. 


The right Cooling Tunnel Belt must give you excep- 
tional performance in many ways. 


Its surface should be glossy-smooth, to turn out 
chocolate products with those rich, glossy bottoms 
ae WER papas which mean “quality” in the eyes of customers. 













This surface should be impervious to greases and 


a i fats, fruit, acids, moisture, to prevent staining or rough- 
| @ Remarkable wear resistance ag ap re * comoen 
Re sy ge 


bass ening. It should withstand a wide range of tempera- 

£ tures without cracking, splitting, or losing its flexi- 

for EXTRA LONG service life bility. It should be cleanable quickly and completely, 
to assure entirely sanitary conditions at all times. 


sd Smooth-as-glass surface It should have maximum resistance to wear, to save 
gives fine, glossy bottoms to you money by less frequent replacements and by fewer 


: time-losing shutdowns. It should be properly backed 
all your chocolate products 


with tough fabric, for easy tracking when you install 
it, and to prevent stretching or slipping. Construction 
| should be engineered to permit no delamination. 


VOSS 3M600 “Kileer-Giloss” Belts give you all of 
these necessary features. They perform like no other 
Belt you ma Lew tried—as more than four years of 
rugged production use in many important plants has 
proved. Their great success is partly due to the unique 

roperties of wear-resisting, glass-smooth, flexible 

YLAR, which is unaffected by food-plant chemicals 
or extreme temperature ranges; and partly to the spe- 
cial VOSS construction, developed as a result of years 
of experience in solving food plant Belt problems. 


“Kleer-Gloss” Belting is available for plaque work, 
too, either for single or multi-tier uses. You can have 
sharp, clean embossing if you wish, to strengthen 
product identification. 


*DuPont's trademark for their brand of polyester film. 





OTHER 
VOSS PRODUCTS 


ENROBER BELTING and PLAQUES—Multi-tier 
plaques or cooling tunnel Belting made of 
“Mylar”; Satyn-Gloss, Hi-Lustre, Hi-Gloss No. 3 
cooling tunnel belting and plaques; all weights 
and textures; non-curling, long life ¢ ENDLESS 
FEED and BOTTOMER BELTS—Neoprene or “Hy- 
Car” treated, or plain e PACKING TABLE BELTING 
—White Neoprene, “Hy-Car" and other treated 
varieties, or plain e VOSSTEX CONVEYOR BELT- 
ING—White Pure Food, Neoprene and “Hy-Cer” 
@ COOLING TUNNEL BELTS—Hi-Gioss .. . Hi- 
Lustre ...Kleer-Gloss Heavy made with “Mylar” 
© CARAMEL CUTTER BOARDS « BATCH ROLLER 
BELTING e WIRE ENROBER BELTING 


For immediate service call on VOSS 



















Write or phone us—right now—for the full facts about 
VOSS “Kleer-Gloss” BELTING made with MYLAR! 


wm Qs> 
li j )) Ny 
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5647 MN. RAVENSWOOD AVE., CHICAGO 26, ILL. 


118 E. 28th St., New York 16 © P.O. Box 2128, Hollywood 28, California 
18 Richards Circle, W. Newton 65, Mass. © 1232 48th Ave. N., St. Petersburg, Fic. 
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The MANUFACTURING CONFECTIONER’S 


Candy 
Clinic 





The Candy Clinic is conducted by one of the most ex- 
perienced superintendents in the candy industry. Some 
samples represent a bona-fide purchase in the retail 
. market. Other samples have been submitted by manv- 
facturers desiring this impartial criticism of their candies, 
thus availing themselves of this valuable service to our 
subscribers. Any one of these samples may be yours. 
This series of frank criticisms on well-known branded 
candies, together with the practical “prescriptions” of 
our clinical expert, are exclusive features of The MANU- 
FACTURING CONFECTIONER. 


Chewy Candies; Caramels; Brittles 


Code 2A8 
Assorted Creams 
1 Ib.—$1.50 
(Sent in for analysis No. 4800) 

Appearance of Package: See remarks. 
Box: Oblong shape, one layer type. Pink 

embossed paper top, name printed in 

black. 
Appearance of Box on Opening: Good 
Number of Piecs: 

Dark Coated: 20 

Light Coated: 19 
Coating: 

Colors: Good 

Gloss: Good 

Strings: Good 

Taste: Good 
Dark Coated Centers: 

Maple Creams: Not a good maple fla- 

vor. 
Mint Cream: Good flavor, cream tough. 
Yellow Cream: Could not identify fla- 
vor. 

Vanilla Cream: Good 

Orange Cream: Weak flavor 

Pink Cream: Could not taste any flavor 

Buttercream: Rancid 
Light Coated Centers: 

Vanilla Cream: Fair 


Dark Creem: Could not identifv “avorz 
Pink Cre>m: Could not identify fiavor 

Asso~tment: Poor 

Remarks: Package is highly priced. Box 
is too cheap looking for $1.50. Very 
poor flavors. Most creams were dry 
and tough. Very good dipping. Suggest 
the following to improve the assort- 
ment: cocoanut cream, a few nut 
creams, a good buttercream. At the 
price of $1.50 the pound, a good 
maple sugar can be used. Coffee 
creams, chocolate creams and a few 
fruit creams would also improve the 
box. The first thing to be done is 
to get a good cream formula, also 
a good looking box. We have exam- 
ined far better quality creams that 
retail from 75c the pound. 


Code 2B8 
Coffee Flavored Toffee 
1 Ib.—$1.39 
(Purchased in a department store, 
Chicago, III.) 





Sold in Bulk 
Piece: Pieces 
cellulose. 


Color: Good 


are wrapped in printed 





Candy Clinic Schedule For the Year 


JANUARY—Holiday Packages; Hard Candies 
FEBRUARY—Chewy Candies; Caramels; Brittles 
MARCH-—Assorted Chocolates up to $1.15 
APRIL—$1.20 and up Chocolates; Chocolate Bars 
MAY—Easter Candies; Cordial Cherries 


JUNE—Marshmallows; Fudge 
AUGUST-—Summer Candies 


SEPTEMBER—Uncoated & Summer Coated Bars 
OCTOBER-Salted Nuts; Gums & Jellies 

NOVEMBER—Panned Goods; 1¢ Pieces 

DECEMBER-—Best Packages and Items of Each Type Considered 


During the Year. 
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Texture: Good 
Flavor: Good 

Remarks: A very well made coffee tof- 
fee, but slightly high priced. 


Code 2C8 
Caramel Nougat Rolls 
10 ozs.—29¢ 
(Purchased in a chain food store, 
River Forest, Ill.) 
Appearance of Package: Good 
Container: Cellulose bag, paper clip on 


top printed in yellow, brown and 
white. 
Tolls: 


Color: Good 
Caramel: Good 
Nougat: Good 
Texture: Good 
Taste: Good 
Remarks: The best caramel nougat rolls 
we have examined at this price. Cheap- 
ly priced at 29c. 


Code 2D8 
Satchel Suckers 
4 ozs.—29¢ 
(Purchased in a department store, 
Chicago, Ill.) 
Appearance of Package: Good 
Container: Large size paper satchel 
with handle printed in red, yellow, 
blue and brown. Suckers are wrapped 
in cellulose. 
Suckers: 
Colors: Good 
Texture: Some partly grained 
Flavors: Fair 
Remarks: Suggest a better grade of fla- 
vors be used. 


Code 2E8 
Old Fashioned Sponge Candy 
4% ozs.—19¢ 
(Purchased in a department store, 
Chicago, IIl.) 
Appearance of Package: Good 
Wrapper: Sponge is in the shape of a 
loaf with a cellulose wrapper. Printed 
in white and brown. 
Sponge: 
Color: Good 

















Texture: Good 
Taste: Good 

Remarks: We seldom get samples of 
this piece; it was very popular years 
ago. Very good eating and an attrac- 


tive wrapper for this type of confec- 
tion. 


Toffee: 
Color: Good 
Texture: Good 
Flavors: Good 

Remarks: A ggod eating toffee. Suggest 
manufacturer check his costs as we 
doubt if there is a living profit in this 








Code 2F8 candy at 39c the pound retail. 
Assorted Toffees Code 2G8 
16 ozs.—39¢ Butter Toffee Covered Nuts 
(Purchased in a chain drug store, 2 ozs.—10¢ 
Chicago, Ill.) 


(Purchased in a department store, 
Chicago, III.) 
Appearance of Package: Good 
Container: Cellulose bag printed in yel- 
low, brown and white. 
Piece: Piece is a sugared peanut; the 


Appearance of Package: Good 
Container: Cellulose bag, white paper 
seal inside printed in blue. Toffees 


are wrapped in foil and printed col- 
ored cellulose. 








Anhenger -Bugch, Inc. 


CORN PRODUCTS DEPARTMENT 
ST. LOUIS, MO. 


Dear Mr. Candy Maker: 

Are you really interested in 

quality? 

Well, by all means, in your 

formulas use thin boiling 

starches...regular and 

specialty type corn syrups by 
Anheuser-Busch, Inc. 


P.S. If you do any casting use 
A-B moulding starch. 
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name of butter toffee nuts is mislead. 

ing. 

Coating: Good 

Peanuts: Good 

Taste: Good 
Remarks: The best sugared peanuts we 

have examined in some time. 


Code 2J8 
Assorted Toffees 
4 ozs.—33¢ 
(Purchased in a chain drug store, 
Chicago, II.) 
Appearance of Package: Good 
Container: Cellulose bag, paper clip om 
top printed in dark pink, silver and 
white. Pieces are wrapped in printed 
foil and cellulose. 
Toffees: 
Colors: Good 
Texture: Good 
Flavors: Good 
Remarks: The best toffee of this kind 
we have examined in some time. Well 
made and good flavors. 


Code 2H8 
Milk Chocolate Coated Caramel 
Drops 
1 oz.—5¢ 
(Purchased in a chain drug store, 
Chicago, IIl.) 
Appearance of Package: Good for this 
priced package. 
Container: Folding box printed in yek 
low and brown. 
Drops: 
Coating: Good 
Center: 
Color: Good 
Texture: Good 
Taste: Good 











Remarks: A good eating piece. Shoul@ 
be a good seller at 5c. : 
Code 2K8 : 

Nut Chews 

8 ozs.-—3l¢ 


(Purchased in a chain drug store, 
Chicago, II.) 
Appearance of Package: Good 
Container: Folding box, oblong shape, 


KNECHTEL LABORATORIES 


11 W. Berwyn St. *- Chicago 40, til 
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Almond Rocky Road 


Easy way to make a hit candy 


All it takes is three ingredients, but don’t let that fool you. 
Almond Rocky Road is good candy, and our friends in the 


candy business tell us it’s a volume seller any time of the year. 


Make it, please, with Blue Diamond almonds. You can 
order Blue Diamond sheller run, or specify the thrifty whole- 
and-broken. Prices are favorable. Write for samples and 


full details. On your letterhead, please. 


Diamsgaf LMONDS 


Ls 
CALIFORNIA ALMOND GROWERS EXCHANGE 


Sacramento, Calif. Sales Offices: 100 Hudson St., 
New York 13, and 549 W. Randoiph St., Chicago 6 
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Here’s Your 
Formula 


25 Ibs. white marshmallow 
15 Ibs. milk chocolate 
6 Ibs. almonds, Blue Dia- 


mond sheller run, roasted 
and chopped * 


Place melted chocolate in 
large kettle. Add almonds 
and marshmallow. Mix and 
pour in wooden trays lined 
with paper. Let set, then cut 
to desired size. 


*Or order whole-and-broken. 





printed in yellow, brown and red. Cel- Code 2M8 Taste: Good This 


lulose wrapper. Imprint of piece in Peanut Brittle Remarks: The best peanut briitle we give 
colors. 1 Ilb.—48¢ have examined at this price in som, soci 
Piece: Piece is a milk chocolate coated (Purchased in a chain drug store, time. 
peanut chew. Chicago, Ill.) 
Frei Good Appearance of Package: Good Code 2N8 
Texture: Good oe op ge ge ee Milk Chocolate Coated 
Color: Good iy gig Honeycomb Sticks 
Peanuts: Good Appearance of Box on Opening: Good 5 0zs.—59¢ 
Taste: Good Brittle: (Purchased in a chain drug store, 
Remarks: The best piece of this kind Color: Good Chicago, III.) § 
we have examined in some time. Very Texture: Good Appearance of Package: Good 
good eating. Peanuts: Well roasted Container: Long oblong box, top print. 


nate iain SSeS era ed in yellow, green, brown and white. 


Why some tablets get there, Imprint of sticks in color. CELLU. tl 


LOSE WRAPPER. 
and others don’t! Appearance of Box on Opening: Good 
| Coating: Good 
| Center: 
Texture: Good 
Taste: Good 
Remarks: A good eating honeycomb chip 
but highly priced at 5 ozs. for 59c. 








| Code 1J8 
Stuffed Confections 
1 Ib. 4 ozs.—69¢ 
(Purchased in a chain drug store, 
Chicago, III.) 
Appearance, of Jar: Good 






HE NEVER 
MADE IT, ALBERT. 



















HE DISSOLVED TOO | Container: Round glass jar, gold foil seal 
inted in blue and gold. Friction top. 
eneats SOON! HE WASN'T — in blue and gold. Friction top 
COATED WITH Colors: Good 
HAPPENED TO Stripes: None 
GEORGE? HE’S SUPPOSED ZINSSER Molds: Good 
Gloss: Good 
TO BE HERE PHARMACEUTICAL Jackets: Good hav 
TOO! SHELLAC GLAZE! Centers: Good ; 
3 | . as 
Flavors: See remarks. 
Assortment: Good you 
Remarks: One of the best stuffed con- It, 
fections assortment we have exan- per 
ined this year for workmanship and I 
colors. But flavors used are not up to ) 
standard. We suggest a better grade in 
of flavors be used, also suggest the 
manufacturer check his costs as there po! 


is very little or no profit in this jar soh 


at 69c for 1 Ib. 4 ozs. thi 

you 

tak 

Get the “Georges” out of your enteric tablets. With Zinsser Glazes, Wo f U : 1 G you 

enteric tablets resist the action of gastric acidity in the stomach... d 1 

passing through to the intestines before they disintegrate. ) 
And as a barrier coat, Zinsser Pharmaceutical Shellac Glazes protect \\ sul 

tablets and cores from hygroscopic action, seal oily centers. Ideal as a \\ pla 
protective coat to prevent excess dusting. fas 
ZINSSER PHARMACEUTICAL GLAZES Co 

are quick-drying, pure ethyl alcohol solutions of non-toxic shellacs. They an 
are guaranteed free from arsenic and rosin . . . comply with regulations of the # 
Federal Food, Drug and Cosmetic Act. a 
AVAILABLE IN THREE TYPES on 

Regular — full-bodied, opaque, creamy solution. Gives a clear film. mc 
Refined — wax-free, transparent, Rhine wine color. Gives a clear crystal film, has da 
lower viscosity than Regular. | in 


Orange —color of conventional liquid orange shellac. Use where a transparent " 4 0 4 Ll t in 7 ag 
orange film is desired. | oa 


Available in 4-, 5- or 6-Ib. cuts with 34.9%, 39.9% and 44.1% respectively dry solids 
content or special formulae. Also in other approved alcohol formulae. Can be | | Pu 
applied by tumbling or pan spraying. 





" pre 

Write for test samples and further information to: 
KNECHTEL LABORATORIES A 
n 
WM. ZINSSER & CO. eae 6 eee 
offices and factories at ie 

516 W. S9th St. 319 No. Western Ave. Consultants to the Candy Field rey 
New York 19, N. Y. Chicago 12, Ill. 

for 
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This article is a condensed version of a speech 
given before the mid-year meeting of the As- 
sociated Retail Confectioners Association. 


§ marketing ideas for 


the retail confectioner 


by Swney JOHNSON 
Marketing Counsel 


he members of this association 
have made a better showing than the industry 
as a whole. I think that is because you control 
your own outlets. You make your candy, you market 
it, and you sell it in your own stores. That is a 
perfect system of distribution. 
But I don’t think you are making the most of it! 
My assignment today is to suggest some ways 
in which you can cash in on certain existing op- 
portunities for increasing sales. They won't be easy 
solutions to difficult problems. In fact, you may 
think some of the suggestions are pretty risky. And 
you will be right. But if you are not prepared to 
take some risks in order to expand your business, 
you can harldly expect to make progress. 
In these fast-moving times, when changes in con- 
sumer living habits and shopping patterns take 
place with startling speed, companies must run as 


fast as they can just to keep from losing ground. 


Companies who prefer to “play it safe”"—to wait 
and see how others make out before they adopt 
a new policy—can only expect to fall behind. I am 
convinced that the so-called “safe” path is the 
most unsafe thing in the world for a business to- 
day. Many of the firms who have lost their identity 
in recent mergers have been the ones whose man- 
agement “played it safe”. 

With this in mind, here is my first suggestion: 
Put your energy into a new product development 
program. 


An Avalanche of New Products on the Market 


I don’t need to remind you that a marketing 
revolution has taken place in this country. It is 
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everywhere evident that the small corner grocery 
is rapidly disappearing, and that giant supermarkets 
have taken over much more than half of the gro- 
cery business. The little confectionery store, where 
candy was made in the back room, has been re- 
placed by chains of candy stores such as you op- 
erate. 

Frankly, I think this revolution in marketing has 
made a greater impact on the grocery business than 
it has on the candy business. I know you have 
introduced many new varieties. I am aware of the 
trend towards molded chocolate candy, which is 
more saleable and more palatable. However, I think 
perhaps you have lagged a little in comparison 
with the rest of the food business. 

Twenty. years ago, when a housewife wanted a 
chicken for dinner, she bought a chicken “as is”, 
or dressed. Today she can buy a whole canned 
chicken, whole frozen chicken, cut-up fresh chick- 
en, frozen chicken parts, canned chicken parts, 
canned a la king chicken, frozen a la king, canned 
chicken pies, frozen chicken pies, canned boned 
chicken, etc., etc. 

Many food manufacturers are now getting up to 
40% of their sales from products which were not 
on the market ten years ago. And if the present 
trend continues, these manufacturers will get about 
50% of their sales in 1968 from products which 
are non-existing today. 

How about you? Are you in step with this power- 
ful trend? 

While I am only an observer in your business, I 
am not aware of such startling developments with 
candy. 

My second suggestion is that you make sure that 
you give the public an image of store personality. 


Stores, Like People, Should Have Personalities 

You have improved greatly the appearance of 
vour stores and displays of candy in them. The 
little corner store, with its cases of chocolate and 
other candy, has gone the way of the corner gro- 
cery. However, I have not seen quite such a revo- 
lutionary change in candy stores as in other food 
stores. Perhaps there is not the same opportunity, 
but I think it is important to give the public an 
image of a store personality. Some candy stores are 
not doing that. 

Each of us in this room has established a per- 
sonality in his community. He is known to belong 
to a certain church, certain clubs, and because he 
takes part in certain community activities. His 
wife, his children, his car, his social activities and 
his friends, combine to give him a personality in 
his community. 

Stores, the same as people, must have personali- 
ties. Too many stores resemble other stores; they 
fail to stand out, giving a personality image in 
their community or in their city. I think you have 
as great an opportunity in your business to create 
such a public image than we do in the grocery 
business. Supermarkets these days are getting as 
much aliké as peas in a pod. But candy stores can 
be different. 

My third suggestion is that you go after the 35% 











You'll like the 
RICH-SMOOTH-FLAVOR 


A dependable source of supply for taste, 
appearance, and uniformity. Top perfor- 
Imance that will appeal to you. 


aROLOR GC), Eig lolael a. sa aek 


male Gl lelaelicli-me iil mene a4 


NEWARK 7 NEW JERSEY 























Just 2 People 


and an 


IDEAL WRAPPING 
MACHINE 


Can Package 450 
Caramels 
Every 
Minute 


Yes—that’s speed, 
but DEPEND.- 
ABLE speed cou- 
pled with smooth, 
low-cost operation! 
Only 2 personnel 
required for this 
entirely automatic 
operation! 











WRITE TODAY 
for Important 
FREE Brochures 


IDEAL WRAPPING MACHINE COMPANY 











of the candy business which is now handled by 
supermarkets. 


Super Marketing Candy 


I have spent all of my time during the past 2 1/2 
years in studying marketing problems in the food 
business. And I think you will agree with me that 
candy is food. That is why I feel at home discuss- 
ing some of these things with you very frankly. 

! am told that 35% of all candy today is sold 
through supermarkets. That's a big slice of the busi- 
ness getting away from you folks. Perhaps you 
don’t want that business, or any part of it. But 
I know that Loft put in a candy store in Eavey’s 
giant supermarket in Ft. Wayne, which rolled up 
tremendous sales the first week the store was open. 

It seems to me that you have established such 
an important name for your products through your 
own stores that you might consider establishing 
candy sections in supermarkets. The rack jobbers 
are doing this with non-food items, including soft 
goods, kitchen wares, etc. 

Sunermarket operators do not know how to mer- 
chandise box candies. However, you could make 
available to them your vast merchandising experi- 
ence by setting up a section in their stores, super- 
vised by a trained merchandiser in charge. I think 
vou could get quite a big slice of that 35%, which 
is now being sold through supermarkets. 


Nothing Sells Merchandise Like Merchandise Itself 


During my 15 years with the National Biscuit 
Company, I learned one basic lesson in merchan- 
dising that I shall always remember. That is, that 
merchandise itself properly displayed and properly 
priced sells merchandise better than anything else 
in the world. Of course, the problem is to put that 
simple basic lesson into operation. 


Store Excitement Sells Merchandise 


A few minutes ago, I told you that candy stores, 
like people, should have personalities. There is 
another thing I think is equally important and that 
is they should have store excitement. 

That is a fundamental of merchandising that I 
think should be framed above every store manag- 
ers desk. I am sure many of you are following 


Car of Yo) -) | - eae 


Fully Automatic 


All Season 


Stock Designs or 
Plain White for Your Imprint 


Candy 
Tob 4-3 





| Brochure with prices: Cooper Paper Box Corp. Dept. M, Buffalo 10, N.Y. 
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this in principle, but perhaps some of your man- 
agers need to be constantly reminded. 


A Hostess Could Make a Candy Store Exciting 


If you were to advertise that you had a hostess 
who would offer party ideas, I think it would 
attract a lot of customers. She could suggest ways 
to serve the candy as food, as a dessert, etc. I 
don’t think you have ever completely sold the 
public on the fact that candy is good, nourishing 
food. A lot of people have been frightened by 
thinking that candy has too many calories. 

There are fewer calories in candy than in many 
rich desserts, but have you sold that idea? Person- 
ally, I always like to eat in a restaurant where 
they serve a few mint wafers at the end of the 
meal. 

I select them instead of dessert. I like to get a 
couple of chocolate mints with my dinner on a 
plane. 

Your store hostess could suggest, and perhaps 
even sell, party favors. She could suggest party 
menus. She could show women how to decorate 
a table or the room in which the party is given. 

I am sure a lot could be done to increase candy 
sales if there were a competent person available 
in stores to tell people how to serve it as food. 

The fifth suggestion is that you offer a weekly 
special, either at a price reduction, or a special 
feature variety. 


Store-wide Sales Promote Volume 
I am not especially aware that you have candy 
sales. 


- me eee ae Bes sees ka 


STANDARD 
THROUGHOUT 
THE WORLD 
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I don’t see why every candy store could 


not have a feature variety each week. Perhaps a 
special price, along with a mass display of the 
featured candy. This would give store excitement, 
which is so important in selling. 

I suggest that you take advantage of the trend 
towards selling through vending machines. Per- 
haps a vending machine in your store door would 
remind a lot of folks to pick up a box of candy 
on the way home. Vending machines in suburban 
railroad stations would be a great convenience, 
particularly when the candy featured has your 
name, or the name of your stores on the package. 


Food Demonstrations Give Store Excitement 


You have frequently demonstrated candy to your 
customers. To me, a piece of chocolate candy tastes 
better with a cup of coffee. I believe some of 
the successful coffee roasters would be willing to 
demonstrate their coffee in candy stores during 
certain hours of the day, if the opportunity were 
made available. If you were to advertise that a 
leading brand of coffee would be served in your 
stores from 2 until 5 o'clock each day, or perhaps 
on just Friday and Saturday, I think it would 
help sell more candy. It would create store ex- 
citement. 


“Candy's Dandy”, But Why Not Sell Other Things? 

Stuckey’s Candy Stores have been conspicuously 
successful in selling other items along with candy. 

The Stuckey stores look almost like souvenir 
stores because they sell figurines, pennants, table 
lamps, ash trays, paper weights glassware, imitation 
flowers, etc. The stores are airy, well decorated in 














‘Here's that ‘Extra 
a Something” You've 


dt 


* Been Looking for 


TO IMPROVE CHOCOLATE FLAVOR 


MIL-LAIT- 


ENZYME MODIFIED WHOLE MILK POWDER 


Adds "Sell  empnee All America Loves It 


Millions of dollars in chocolate sales have proved the 
taste that America likes best a rich, distinctive milk 
flavor MIL-LAIT gives you this much sought after flavor 
with the additional advantages of flavor control and 
excelient shelf life Only a small amount of MIL-LAIT, 

replacing part of your regular milk powder, will produce 
‘ \ the characteristic flavor which has become the success 
mark of large manufacturer 
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Direct Service and Technical Assistance 


aL wes DAIRYLAND FOOD LABORATORIES, INC. 


419 FREDERICK STREET ° P. ©. BOX 524 
WAUKESHA, WISCONSIN 


G & Z BROKERAGE Candies Onl 
- a — 87-2038 
COMPANY 5308 Tuc Richmond a Yan ne 
Territory; Vi ty West Virginia. 
ee i oo Carolina. 

Nelson I. Bowden, Lloyd c. Fulmer, 
Wm. F. Dawson, W. E. Harrelson, 

N. A. Lingon. 
Specializing on Chains, Varieties, 
and Super-Markets, and Conf. and 

Tobacco Jobbers. 





New Mexico—Arizona El Paso 
Ceunty Texas 
P. O. Box 227 ALBUQUERQUE 
N. Mex. 


Personal service to 183 jobbers, 
super-markets and department 
stores. Backed by 26 years experi- 
ence in the confectionery field. We 
call on every account personally 
every six weeks. Candy is our busi- 





SAMUEL SMITH 
2500 Patterson Ave. Phone 22315 





= Manufacturers’ Representative 
LIBERMAN SALES WINSTON-SALEM 4, N. CAR. 
COMPANY Terr.: Virginia, N. Carlina, 


324 Joshua Green Bldg. S. Carlina 


1425 Fourth Ave. 
SEATTLE 1, WASHINGTON 
I. Liberman Cliff Liberman 
Terr.: Wash., Ore., Mont., Ida., 
Utah 





FRANK Z. SMITH, LTD. 
Manufacturers Sales Agents 
1500 Active Distributors 
Bex 24, Camp Taylor 
LOUISVILLE 13, KENTUCKY 


Terr: Kentucky, Tennessee and 
Indiana 





HARRY N. NELSON CO. 
646 Folsom Street 





light, bright colors, spotlessly clean, and tastefully 
arranged. I understand their warehouse stocks 2. 
200 items. At the same time, “Candy is the draw. 
ing card”, according to the store manager we 
interviewed. I wonder, however, how profitable 
these stores would be if they confined their actiyj. 
ties solely to candy? 

New varieties of candy are added each year 
in Stuckey’s stores to replace varieties that have 
been slow in sales. 


Stuckey’s Merchandise Like Super Markets 

Stuckey’s make it easy for customers to buy; it is 
necessary to spend only a dime. Many people 
are prospects for “only a little something to eat 
in the hand”, according to the manager. The cus- 
tomers come in family groups, and after they have 
bought a little something for each person, they 
have spent as much money as for a box of candy, 

It is my considered opinion that Stuckey’s has 
adapted supermarket type of selling successfully to 
the candy business. They are taking full advan- 
tage of the traffic created by candy to sell other 
things, just as supermarkets are selling non-foods 
to their food store customers. Stuckey’s stores fur- 
ther resemble supermarkets in that both types are 
“fun place” to visit—lots to see, new notions to 
encounter, lots to do (to lunch, to munch, to wan- 
der and look), in pleasant surroundings. 


And Stuckey’s Stores Have Personality 


Another feature of Stuckey’s operation is that 
his stores have personality. They are operated by 
a man-and-wife team. In that, they resemble the 
“Mom and Pop” grocery stores of years ago. But 
unlike the old-fashioned Mom and Pop grocery 
stores, Stuckey’s stores have the golden touch in 
merchandising. No wonder Stuckey’s was written 
up in TIME magazine not long ago. 

No doubt, many of you are doing things like 
Stuckey’s to create store excitement and to create 
an image of store personality with the public in 
your community, but I think Stuckey’s is an ex- 
cellent example of the things I have been talking 
about today. 


We Are in Business to Create Customers 


The one important objective of business today 
is to produce customers. T ‘think that requires @ a 
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SAN FRANCISCO 7, CALAF. 
Established 1906 
Eleven Western States 


FELIX D. BRIGHT & SON 
Candy Specialties 
P. O. Box 177—Phone 
ALpine 56-4582 
NASHVILLE 2, TENNESSEE 


Terr.: Kentucky, Tennessee, Ala- 
bama, Mississippi, Louisana 


Terr. : 





RALPH W. UNGER 
928 East 3rd St. 
Phone: Mu. 4495 
LOS ANGELES 13, CALIFORNIA 





Terr.: Calif., Ariz., N. Mex., 


IRVING 8S. ZAMORE 
West Texas & Nevada f 
2608 Belmar Place 
Swissvale, 
PITTSBURGH 18, PA. 
Confectionery Broker Representing 
Manufacturing Confectioners 
Since 1925 
Territory: Pennsylvania excluding 
Philadelphia. 





HERBERT M. SMITH 
318 Palmer Drive 
NO. SYRACUSE, NEW YORK 
Terr.: New York State 
W. E. HARRELSON ASSOCIATES 





ALWAYS AT YOUR SERVICE 





in Cocoa Since 1899 


COCOA BROKERS 


NEW YORK, N. Y. 
BOwling Green 9-8994 


80 WALL ST. 





COCOA BEANS — COCOA BUTTER 
Cocoa and Chocolate Products 
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complete understanding of the customer's view- 
point, and his or her opinion of our products. It 
requires a complete understanding of what hap- 
pens to our products at the point of sale. 

Peter Drucker, in his book, “The Practice of Man- 
agement” has this to say: “There is only one valid 
definition of business purpose: to create a custom- 
er... the customer is the foundation of a busi- 
ness and keeps it in existence . . . What the busi- 
ness thinks it produces is not of first importance— 
especially not to the future of the business and 
to its success. What the customer thinks he is buy- 
ing, what he considers ‘value’ is decisive—it deter- 
mines what a business is, what it produces and 
whether it will prosper.” 

The broad purpose of all these suggestions is to 
create store excitement, with the idea of attract- 
ing customers and building greater sales and profits. 

We have a dynamic food business in America— 
and candy is food. In the past few years revolu- 
tionary changes have occurred both in manufac- 
turing and distribution. Consumer living and eat- 
ing habits and shopping patterns change with 
startling rapidity. We must run fast just to keep 
from losing ground. But that is the challenge that 
keeps business exciting. We would not change it, 
if we could. It has made America great, and it 
has developed our dynamic system of distribution, 
under the leadership of men like you, who accept 
the challenge of progress today, as you have al- 
ways done so successfully in the past. 





Calendar 

March 2-9; European Packaging Federation Congress, 
Dusseldorf, Germany. 

March 11-12; Canadian Packaging Conference, King Ed- 
ward Hotel, Toronto 

March 25-28; Packaging Machinery Manufacturers In- 
stitute, and Machinery and Materials Exposition, At- 
lantic, City. 

April 23-25; Pennsylvania Manufacturing Confectioners’ 
Assn. 12th Annual Production Conference, Franklin & 
Marshall College, Lancaster, Pa. 

May 18-21; Flavor Extract Manufacturers Convention, 
Edgewater Beach Hotel, Chicago 

May 24; Empire State Candy Club annual dinner dance, 
Hilton Statler, Buffalo, N.Y. 

May 26-30; AMA National Packaging Exposition, Coli- 
seum, New York City. 

June 15-18; Metropolitan Candy Brokers Show, N. Y. 
Trade Building, New York City 

June 16-19; Southern Candy Jobbers Convention, Miami. 

July 6, 7, 8, 9; Associated Retail Confectioners Annual 
Convention, Mark Hopkins Hotel, San Francisco, Calif. 

July 6, 7, 8, 9, 10; National Confectioners Assn., Shera- 
ton Palace, San Francisco, Calif. 

July 13-19; National Confectionery Salesmen’s Ass'n Con- 
vention, Hershey, Penna. 

August 3-7, National Candy Wholesalers Assn., Inc. an- 
nual meeting, Commodore Hotel, New York, N. Y. 

August 12; Chicago Candy Production Club All-Industry 
Golf Tournament, Chicago 

August 24-27; Boston Candy Show, Boston, Mass. 











MERCKENS CHOCOLATE COMPANY, INC. 
155 Great Arrow Avenue, Buffalo 7, New York 


BRANCHES AND WAREHOUSE STOCKS IN 
BOSTON, NEW YORK, CHICAGO, LOS ANGELES, OAKLAND, SALT LAKE CITY, SEATTLE 
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MACHINERY FOR SALE 


MACHINERY WANTED 











HELP WANTED 














FOR SALE 


Model S # 3 Savage Fire Mixers. 

50 gal. Model F-6 Savage Tilting 
Mixers, stainless kettle. 

200 Ib. Savage Oval Top Marshmal- 
low Beaters. 

Cut-Rol Cream Center Machines. 

50” two cylinder Werner Beater. 

1000 Ib. Werner Syrup Cooler. 

200 Ib. to 2000 Ib. Chocolate Melters. 

24” and 32” N.E. Enrobers. 

Simplex Gas Vacuum Cooker. 

Simplex Steam Vacuum Cooker. 

Savage Cream Vacuum Cooler. 

600 Ib. Continuous Vacuum Cooker. 
Form 3 and Form 6 Hildreth and 
Factory Model American Pullers. 

6’ and 7’ York Batch Rollers. 

National Model AB Steel Mogul. 

National Wood Starch Buck. 

38” Copper Revolving Pans. 

Ball a Dayton Cream Beaters. 

100 gal. Copper Mixing Kettle with 
Double Action Agitator. 

We guarantee completely rebuilt. 


SAVAGE BROS. CO. 
2636 Gladys Ave. Chicago 12, Ii. 














Chocolate cooling tunnel for sale. 72 

Ft. Long, ” wide. Cyclone metal 
conveyor It. 1” x 1” mesh. 30HP 
motor. Schnacke compressor with 30 ton 
cooling coil & air handling unit. Fully 
automatic control. Presently in operation 
in NYC. Requires 220V, 60C, 3ph line. 
Can be divided into 3 sections for mov- 
ing. Box 281, The MANUFACTURING 
CONFECTIONER. 





For Sale: 
5—Roller Refiner 


16”x 40”. Hand wheel operated. 
Brand new, discontinued model. 


Buhler Brothers, Inc. 


130 Coolidge Ave., Englewood, N. J. 
2 Hansella Plastic Machines with 10 
sets of dies; Simplex Steam Cooker with 
high dome; D.F. Bar Wrapper; 32” 
Greer Enrober. Box 287, The MANU- 
FACTURING CONFECTIONER. 


Model “B” Stokes Transwrap, volumet- 
ric; LP Sucker Wrapper; Simplex Steam 
Cooker with new pump; 3x6 Mills Slabs; 
Steel Mogul with Stacker. Box 288, The 
MANUFACTURING CONFECTIONER. 








Merrow Cut-Rol Machine; 2-Way Cara- 
mel Cutter; Cough Drop Carton Ma- 
chine; 600-lb. N.E. Continuous Hard 
Candy Cooker; Forgrove Foil Wrapper. 
Box 289, The MANUFACTURING 
CONFECTIONER. 


Wanted: Hudson Sharp Campbell Wrap- 
per. Box 2811, The MANUFACTUR- 
ING CONFECTIONER. 





SITUATION WANTED 











ENGLISH EXECUTIVE, 26. Seeks re- 
sponsibility. Extensive experience man- 
ufacturing, selling, retailing, wholesal- 
ing, buying. Holdin responsibility in 
highest quality En lich Ceatinentet 
Chocolate-Candy industry. Arriving N.Y. 
early April. Attending PMCA Confer- 
ence. Box 2801, The MANUFACTUR- 
ING CONFECTIONER. 








Candy Maker foreman wishes to make 
change. Experienced in general pack- 
age line. Fine cream work, caramels, 
nougats, etc. Can handle help and get 
out production. Box 2812, The MANU- 
FACTURING CONFECTIONER. 





FOREMAN: Available for Large Cand 

Manufacturer to take charge in a 
phases of Candy pan line includin 
Starch, Jelly, Cream, Fudge. For Hal- 
loween and Easter Candy, Bubble Chew- 
ing Gum Base, and Slab work. 

I will teach the above anywhere in 
the states and foreign countries. Box 
9716, The MANUFACTURING CON- 
FECTIONER. 





BROKER wishes to represent manufac- 

turers in Northern California. Candy, 
cigars, pipes, sundries, etc. calling on 
jobbing trade. Box 181, The MANUFAC- 
TURING CONFECTIONER. 





HELP WANTED 











EXPERIENCED CANDY MAN-A well- 

known quality candy retailer located 
in Eastern & Midwest section of country 
requires an aggressive man who knows 
how to make all types of candies, with 
the ability to supervise and handle per- 
sonnel. Rapid advancement for party 
with proper qualifications. In reply fur- 
nish the following information: personal 
background; training; experience; age; 
and salary expected. Reply Box 1276, 
The MANUFACTURING CONFEC- 
TIONER. 





“Manager for a medium sized candy 

manufacturing operation. Must be well 
trained, familiar with both machine and 
hand dipping, qualified to supervise 
packing and all phases of manufactur- 
ing operations. Located in Midwest. Need- 
ed by early summer. All replies will 
be kept strictly confidential. Reply to 
Box 283, The MANUFACTURING CON- 
FECTIONER giving full details, age, 
experience, salary expected.” 
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Help Wanted: Food Chemist. Exper. 
enced in quality control work with 
candy and chocolate production. 
Excellent chance for capable man i 
expanding AAAI company. 
Write complete resume with ex 
salary to: Mr. Johnston, Robert A. John 
ston Company, 4023 W. National Aye 
nue, Milwaukee, Wisconsin. 








Candymaker, apg in making hard 
candy and taffy to set up new depart 
ment. Opportunity to buy part interes 
in present profitable Eastern Pennsylya. 
nia plant if desired. Box 284, The MAN. 
UFACTURING CONFECTIONER. : 
Production Man—AAAI1 Mid West 
and chocolate company has un 
opportunity for experienced man. Must 
know candy making and processing and} Forgro\ 
be able to handle people. Exce 
chance for advancement. 
Write complete resume and _ expected 
salary to Box 2813, The MANUFAC. 
TURING CONFECTIONER. 




















BUSINESS WANTED 








Eastern Pennsylvania manufacturer 

buy or merge small established 
factory that can be moved. No 
estate wanted. Key personnel will 
retained. Box 285. The MANUFA 
ING CONFECTIONER. 





BUSINESS opportunims . 








FOLDING CANDY BOXES: All size 

carried in stock for prompt deliv 
Plain, Stock Print or Specially prin 
Write for our new catalog of Ev 
Day and Holiday Fancy Boxes, and @ 
Paper Products used in the manufa 
and packaging of candies. PAPER 
GOODS COMPANY. INC., 270 Alban 
Street, Cambridge 39, Mass. 











Candy Factory in large Texas city f@ 
sale. Operated by same person 
over 16 years. Complete equipment for 
everything except pan goods. Excellent 
leased building over 6,000 feet, includes 

balconies. Quantity raw materials, 
plies. Many good retail dealers inal 
out Southwest. Failing health forces sale 
$30,000 will handle. Terms. Or will sel 
equipment piece by piece. Answer Bay 
286. The MANUFACTURING CO 
FECTIONER. 














Large variety of sizes. Adaptable to 

location. Finished in hardwood 
wood grained formica. Some refrige! 
ed. Excellent values. Write for deta 
Box 282. The MANUFACTURING CO 
FECTIONER. 











MOST MODERN 
HARD CANDY PLANT 


e Some Machines New 
e Other Machines 
Practically New 


7 HARDLY USED 
a betractively Priced 
For Zuichk Sale 


,,  UMMEDIATE 
DELIVERY 


INSPECTION CAN BE 
ARRANGED BY APPOINTMENT 


* 


1 —WaiRL KISS 





- 











RDLY USED 

RCHASED NEW JULY 1955 

Forgrove 42C high speed Whirl-style 
stic Cutting and Twist Wrapping Machine. 
x ¥%”. Output is 600 pieces per minute. 











JUST INSTALLED 

HARDLY USED 

National Equipment High-Speed High-Gloss 
Continuous Hard Candy Vacuum Cooker. 600 
to 2,500 Ibs. hourly production. 
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Batch Former 4-Step Sizer Super Rostoplast 


3-Way Cooler 


1 — Complete Hansella Plastic Forming Line. Sold as a complete unit or any individual machines. 








Rose Horizontal 
Automatic Batch Roller. 
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3 — Rose 500 RAF Form, Cut 
and Twist Wrap Machines. 
1%” x 17/32” diameter. 

%” x %" x %” to 42” 

1” x %” x %” 





ttioner 


ee 


weet Now! 


All Offerings Are 
Subject To Prior Sale 


WRITE... 
WIRE... 
PHONE... 


collect to arrange to 
inspect this equipment 
and for complete de- 
tails and quotations. 


5,000 Machines In Stock 
@ Every type 
e@ Every capacity 
e For every need 
TELL US YOUR 
REQUIREMENTS 

















Ambrosia Chocolate Co. a ae Aa 
Anheufger-Busch, Inc. ..... ha 52 
Armout & Company ........ on 
Aromanilla Co. Inc., The . Dec. °57 
The Best Foods Inc. .. cre 
Blumenthal Bros. Chocolate Co. .. 6 


Brazil Nut Advertising Ass’n . Jan. 58 


Burke Products Co., Inc. . Sept. ’57 
California Almond Growers 
BI oo cara eny 6 Zc ae ae 


Clinton Corn Processing Co. .. Jan. 58 
Continental Nut Company ... Nov. ’57 
Corn Products Refining Co. ....... 16 


Dairyland Food Laboratories, Inc. 58 
Dodge & Olcott, Inc. ... Second Cover 
Durkee Famous Foods ........... 45 


INDEX 


Advertisements of suppliers are a vital part of the industrial publication's service to 
its readers. The following firms are serving the readers of The Manufacturing Confec- 
tioner by placing their advertisements on its pages. The messages of these suppliers 
are certainly a part of the literature of the industry. Advertising space in The Manu- 
facturing Confectioner is available only to firms supplying equipment, materials, and 
services for the use of confectionery manufacturers. 


x *k * 


RAW MATERIALS 


Felton Chemical Company, 


PO esau ay Siy tig ie ird Cover 
Foote & Jenks, Inc. Jan. ’58 
Fritzsche Brothers, Inc. .. 10 
Gunther Products, Inc. Jan. ’58 


Hooton Chocolate Co. 
Hubinger Company ... 


56 
Fourth Cover 
Kohnstamm, H., & Company, Inc. 20 
Lenderink & Co. N. V. 17 


Merck & Co. ..... id Jan. 58 
Merckens Chocolate Company, Inc. 59 


National Aniline Division, Allied 


Chemical & Die Corp. Dec. ’57 
Nestle Company, Inc., The . 23 
Nu Coat Bon Bon Company 48 


The Nulomoline Div. American 


Molasses Co. Nov. ’57 
Penick & Ford, Ltd., Inc. Oct. °57 
Pfizer, Chas. & Co., Inc. 19 
Emil Pick 58 


~ Refined Syrups & Sugars, Inc. 34, 3% 


PRODUCTION MACHINERY AND EQUIPMENT 


Aasted Chocolate Machine Co. Jan. ’58 
The Aluminum Cooking Utensil 


ERE SRT Sanaa aa rae 15 
Burns, Jabez & Sons, Inc. ....Jan. ’58 
Burrell Belting Co. .......... Jan. 58 
Carle & Montanari, Inc. ...... Nov. ’57 
Dee Sa ee, de. 57 


Cincinnati Aluminum 
REE i GS oa sees Jan. ’58 
Confection Machine Sales Co. Sept. ’57 


Greer, J. W., Company ..... Sept. °57 
Hamilton Copper & Brass Co. .... 48 
Hansella Machinery Corp. ........ 4 


Lehman, J. M., Co., Inc. ......Jan. 58 
Mikrovaerk A/S ............ <ee 
Mill River Tool Company ....Jan. 58 
Molded Fiberglass Tray 
IIE gas hk wa 8 .. Oct. 57 
National Equipment Corp. ....Nov. °57 
Palmer Thermometer, Inc. Nov. 57 
Pulverizing Machinery Division .... 48 
Racine Confectioners’ 
Shae Oct. ’57 
Reflectotherm, Inc. ..... July °57 
Savage Bros. Co. ....... 42 


Staley, A. E., Mfg. Co. 49 
Standard Brands, Inc. %4 
Stange, Wm. J., Co. Oct. ’57 
Sterwin Chemicals, Inc. 3 
Swift & Company Jan. *58 
Western Condensing Go. Jan. °58 
Wilbur-Suchard Chocolate 

Company, Inc. Jan. '58 
Wm. Zinsser & Company 4 
Sheffman, John, Inc. 28 
W. C. Smith & Sons, Inc. Sept. ’57 


Standard Casing Co., Inc. The 43 


Stehling, Chas. H., Co. ...... Jan. ’58 
Taylor Instrument Co. 40 
Thouet Maschinenbau—Aachen 38 
Union Confectionery Machinery 
ae... ate ea 61 
Vacuum Candy Machinery Co. Oct. 57 
Voss Belting & Specialty Co. 50 
Wermac Company Dec. ’57 


York Food Machinery Company Jan. '58 


PACKAGING SUPPLIES AND EQUIPMENT 


American Viscose Corp. .......... 30 
Auto Wrappers (Norwich) Ltd. Dec. ’57 


0) OSs SS aE age ener 32 
Se a Paper Box Corporation ... 56 
H. S. Crocker Company, Inc. . .Nov. ’57 


Daniels Manufacturing Co. ...Jan. ’58 
Diamond “Cellophane” Products ... 48 


Dow Chemical Co., The ...... Dec. ’57 
E. I. du Pont de Nemours & Co. .. 37 
Hayssen Manufacturing Co. ....... 41 


Hudson-Sharp Machine Co. ...... 44 


Ideal Wrapping Machine Company 56 


Knechtel Laboratories ..... 52, 54 
Lynch Corporation ........... 12 
Milprint, Inc. ......... Jan. ’58 
Murnane Paper Co. ......... 
Olive Can Company . July ’57 
Package Machinery Co. ....... 47 
Philadelphia Retai 

Confectioners ........... Dec. °57 


Rhinelander Paper Company ...... 46 
Sealright Co., Inc. ... “a ee 
Sweetnam, George H., Co. 39 
Triangle Package Machinery Co. ... 43 
Visking Company . Dec. ’57 
Waxed Paper Merchandising 

et: Pie. 3 es vas Oct. 57 
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dector—... but Holmes, sales for the 
company were on their back. | saw 
the figure...absolutely flattened! 

Holmes—Right! But there was one clue 
...The confectionery next to the 
corpse. Did you taste it? 

doctor—You mean... 

Holmes—Right Watson. No flavor... 
No zest...No nothing... 


“not the butler 
my dear Watson... 


it was Felton” 


doctor—But Holmes, then how did the 
corpse come back to life? 


Holmes—Elementary, my dear Watson. 
Only one thing could bring it back 
to life—Eelton’s Lively Flavors! 

doctor—Amazing deduction. 


Holmes—Most elementary, my dear 
Watson. Most elementary. . 





Simple deduction, true ! But Felton’s Lively 
Flavors are the result of years of imagi- 
native research, skill, and a flair that is 
unique in the industry. Write for catalog 
of Felton’s Lively Flavérs. 


FELTON FLAVORS 


TRUE FRUIT FLAVORS 
IMITATION FLAVORS - VANILLAS 


Felton Chemical Co., Inc. + 599 Johnson Ave., Brooklyn 37, N.Y. + Sales offices and plants in major cities, Canada and overseas. 
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confectioner’s 
S> corm syrups 
AS cancel ceauliiie 


Look them over, you probably know some of these Hubinger men who are 

“candy men” at heart. If you do, you know that when you specify OK BRAND corn syrups 
and starches you can depend on uniform high quality, prompt delivery, a “right price 

and top flight technical service ... because you know these men know 

your needs in the candy business. 


Whether you need REGULAR CORN SYRUP, HIGH DEXTROSE CORN SYRUP, 
THIN BOILING STARCHES, or MOULDING STARCHES, there’s an 

OK BRAND product that’s superior for your purpose . . . and you'll be putting yourself in 
good hands if you call on a Hubinger “candy man’”’ who will see that 

you're completely satisfied. 


If we're not already acquainted write, wire or phone for a talk. We are confident it 
will prove a friendly and profitable experience for you. 


KEOKUK, IOWA 
New York + Chicago + lLosAngeles + Boston + Charlotte - Philadelphia 








